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Frank Goldberg, advertising agent 
of Sydney, Australia, is a justice of 
the peace. He ought to have very 
little trouble keeping space salesmen 
in order. 

oS oe. 


Pp. B. Zimmerman and Walter 
Daily had the tough job of leading 
a party of G-E refrigerator salesmen 
to Bermuda recently. Wotta life, 
wotta life! 
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“Campbell’s Soup is my delight— 


it makes me sleep so sound at 
night.” 
The soup song from Ovaltine. 


ie 


Chase & Sanborn give advice to 
wives on what to do “when your 


husband is in one of his door-slam- 
ming moods.” How about a course 
in marksmanship? 
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“Have you heard London lately— 
or Berlin or Paris?” asks Atwater 


Kent. 
difference to you, 
this week. 


Well, if it doesn’t make any 


rn 


Dr. Scholl depicts a pair of slender 
feet suffering from painful callouses, 
tender toes, throbbing bunions, sore 
insteps, chafed heels and a few other 
little things. Who said girls don’t 


walk back any more? 


re 
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With oranges, insists suntist, you 

can tell from the outside what you'll 
find inside, which is a lot more than 
you can do with the s. c. human race. 
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The Boston 


one time or another.” 
2 Se 
The night has a thousand eyes, 


the day but one, while the Chevrolet 


electrical spectacular at Randolph 
and Michigan will own exactly 17,240 
lamp sockets. 
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Now that Apple-Lax has come on 
the market, there is at last a real 
opportunity to give Old Johnny 
Appleseed the publicity he deserves. 


, ¥ F 


The Harold M. Clapp company is 
tempting fate in its initial advertis- 
ing campaign in which the hero of 
the story will be none other than a 
ery-baby. 

. es F 


_ The Alcoholic Beverage Advertis- 
‘ng Council, strange as it may seem 
‘o you, will have nothing to do with 
Supplying alcoholic beverages to ad- 
vertising counselors. 
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Florists who are backing a re 
Newal of the “Say it with flowers” 
“ampaign see a period of “graceful 
living” ahead. Their problem is sim- 
Ply to persuade people to substitute 
Posies for brick-bats. 

a, 


an requirement in most states 
‘at you must sit down to drink rep- 
resents unquestionably one of the 
ae moral victories of the ages. 
— you can hold more that 
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, Rotogravure lineage in 1933 was 
iD, after declining for three years. 


— can’t keep a good bathing-girl 
Copy Cus. 


own, 


let’s take Paris 


Advertising Club 
reaches the height of New Bngland 
conservatism with an announcement 
of a meeting featuring the juvenile 
market in which it asserts, “Remem- 
ber, nearly all of us were young at 


NEW 11-INCH 
CIGARETTES 10 
SELL FOR 8¢ 


Package af Five Equivalent 
to 20 Regulars 


(Picture on Page 32) 

Louisville, Ky., Feb. 8—Those who 
have been rolling their own and 
smoking pipes because it costs less 
will shortly return to the ranks of 
ready-made cigarette smokers, if 
Axton-Fisher Tobacco Company has 
gauged the market as accurately now 
as it did several years ago when 
Twenty Grand, its ten-cent cigarette 
was introduced. 

The “big four” in the cigarette field 
may raise the prices of their prod- 
ucts, but Axton-Fisher, intent on 
other things, is seeking new markets 
with a new brand, Head Play, de- 
signed to deliver the equivalent of 20 
standard size cigarettes at a retail 
price of eight cents, and to bring back 
to the fold those who have given up 
tailor-mades because even ten cents 
a pack, plus a heavy state tax, is too 
much for their present day purse. 

It is obviously impossible to sell 
a package of 20 ordinary cigarettes, 


ts, eight cerits;-end therefore 
a pack of Head Plays contains only 
five cigarettes. But it contains the 
equivalent of 20 standard size smokes 
since each Head Play is 11 inches 
long. 
Tax Is Reduced 


They are packed in a carton 
slightly over 11 inches long, 1% 
inches wide, and % inches thick, 
printed as though it were four sepa- 
rate packages of standard size, and 
the carton is scored so that the pur- 
chaser can easily separate the single 
package into four packages, and the 
five oversize cigarettes into 20 stand- 
ard length by judicious use of a 
sharp knife. 

Making the cigarettes of such ex- 
traordinary length is thus the key 


eral tax laws classify cigarettes by 
weight per thousand. with the ordi- 
nary cigarette, weighing less than 
three pounds to the thousand, pay- 
ing a revenue tax of $3 per thou- 
sand, and cigarettes weighing more 
than three pounds per thousand being 
assessed at $7.20. 

Head Plays weigh more than three 
pounds per thousand, and therefore 
pay at the $7.20 rate, but with 1,000 
Head Plays really representing 4,000 
cigarettes when cut up, their federal 
tax of $7.20 compares with a tax of 
$12 on the same quantity of standard 
cigarettes. 

Translated into the tax per pack- 
age, Head Play pays 3.6 cents per 
package, compared with six cents for 
ordinary cigarettes. 


State Tax Also Reduced 
Nor is that all. The ungainly size 
also makes a difference in the state 
tax in several instances. For ex- 
ample, many states levy a tax on 
each cigarette. Where this tax is 
two mills per cigarette, the standard 
pack of 20 carries a state tax of 
four cents. But since a pack of Head 
Plays contains only five cigarettes, it 
would carry a tax of only one cent. 
To compensate for these differen- 
tials in the tax structure, Axton- 
Fisher has of course the problem of 
changing the smoking habits of 
potential customers to a large extent. 

(Continued on Page 30) 


on which the federal tax alone is six 


to the cheap price, since present fed- | 


EXPANDS WESTWARD 


Frank E. Gannett 
(Story on Page 6) 


FORM GROUP TO 
FIGHT PROPOSED 
FOOD, DRUG BILL 


Leading Manufacturers on 
‘Joint Committee” 


New York, Feb. 8.—Devoted to the 
principle that “calm, unhurried delib- 
eration is the surest means of obtain- 
ing sound legislation,” the recently 
organized Joint Committee for Sound 
and Democratic Consumer Legisla- 
tion issued its second public state- 
ment this week in the form of a 
pamphlet of eight pages entitled, 
“Emergency Legislation vs. Perma- 
nent Legislation.” 


The committee has been organ- 
ized according to John W. Darr, its 
secretary, to investigate and report 
to the public on legislative matters 


York next October.” 


pertaining to manufacturers and 
(Continued on Page 30) 


Last Minu 


Million Dollar Fund 


To Advertise Beer Is 
Proposed at Meeting 


Atlantic City, N. J., Feb. 8.—The 
brewing industry should spend at 
least $1,000,000 a year on collective 
advertising to advance beer sales to 
the peak attained during the pre- 
prohibition era, C. D. Williams, sec- 
retary of the United States Brewers’ 
Association, told the 58th annual 
convention of the organization here 
this week. Mr. Williams advocated 
the establishment of an advisory re- 
search commission to formulate a 
comprehensive advertising program 
for the industry. 


“Leaders must be brought to un- 
derstand the necessity of extensive 
advertising in efforts to bring sales 
up to and above the standard at- 
tained before passage of the 18th 
amendment,” he said. “They must 
learn to get away from the old 
method of pushing individual brands 
and sell beer collectively to the pub- 
lie. 

“Of course, at the present time, 
the plans and program are more or 
less vague. However, the association 
hopes to be ready to submit details 
to the members at the fall meeting, 
which will probably be held in New 


Te Re 


Education Necessary 


The $1,000,000 suggested for group 
advertising is but a small sum to 
handle the tremendous job of bring- 
ing beer back to its place in the sun, 
Mr. Williams declared. The brewers 
themselves are exceeding that sum 
in pushing their own output. 

“We must educate the public to 
the fact that all brands of beer are 
nourishing, healthful food to be con- 
sidered along with the other regular 
household beverages. Such a _ pro- 
gram, naturally, would be augmented 
by the individual breweries,” he said. 

Dr. Paul T. Cherington of New 
York, consultant on_ distribution 
problems, advocated even wider steps 
in his speech on “Industry Advertis- 
ing for Brewers.” 

“IT am convinced that the brewing 


Roy Sheldon, formerly president 


Industrial Design Splits Into Two Firms 


New York, Feb. 9.—Industrial Design, Inc., has changed its name 
to De Vaulchier & Blow, Inc., with offices at 103 Park Ave. 


of Industrial Design, Inc., has estab- 


lished his own office at 11 W. 42nd St. 


New Drive for Ipana Starts; to Test Color Roto 


New York, Feb. 9.—A new series of 400-line weekly newspaper ad- 
vertisements on Ipana toothpaste starting next week in 34 newspapers in 


pany. 


29 cities has been scheduled by Pedlar & Ryan for Bristol-Myers Com- 


First test of color roto for this product will be made the first week in 


March with 1,000-line copy in St. Louis Post-Dispatch and Denver Post. 


papers in 14 cities. 


Erickson, Inc., to handle advertising. 


Ward Starts Campaign on Cracked Wheat Bread 


New York, Feb. 9.—First copy in a test campaign on Ward Baking 
Company’s new cracked wheat loaf bread will appear tomorrow in news- 


Copy of 300 lines prepared by Fletcher & Ellis, Inc., and appearing 
weekly, will suggest search of dealers’ counters for the “mystery loaf.” 


Wine Importer Names McCann-Erickson 


Cleveland, O., Feb. 9.—Trouneux d’Maerique, Inc., Trouneux imported, 
liqueurs and domestic wines, has appointed the local office of McCann- 
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industry ought to spend a liberal 
amount of money in a combined ad- 
vertising and publicity drive to per- 
suade the public that brewers and 
beer are prepared to fit into life as 
it is lived now,” he told the dele- 
gates. 


Past Advertising Futile 


“A wholesome beverage which 
stands on its own reputation and on 
a solid footing as a food, has some 
place as a feature of present day 
diet, and in current living and recre- 
ational routines. 

“Since April of 1933, your expen- 
ditures for advertising have been in- 
adequate for the task involved and, 
in the main, absolutely futile. The 
advertising history of alcoholic bev- 
erages since the beginning nine 
months ago has not been a particu- 
larly brilliant one. It is gradually 
becoming evident that before this 
kind of advertising is done well 
there will have to be a new and 
better technique worked out, and 
that this will be as different from 
present day advertising of cosmetics 
or cigarettes as it is from the liquor 
advertising of 1918.” 


estimate of the amount s 

beer advertising by individual brew- 
ers during the nine months ending 
with December: 


Newspapers, $3,876,000; outdoor, 
$2,250,000; magazines,. $677,800; 
radio (network), $348,000; radio 


(spot), $200,000; total, $7,351,800. 
A Wise Thing to Do 


“The point I want to make clear,” 
he declared, “is that beer advertis- 
ing in these early stages in the re- 
turn of beer involves a serious re- 
sponsibility for the whole brewing 
industry. For the sale of beer in 
general, or for the sale of any par- 
ticular beer, no advertising at all in 
these early months was necessary to 
get business. 

“But for the proper establishment 
of this beverage in the changed life 
of the American people a large and 
carefully planned outlay could have 
been and still could be made highly 
profitable. 

“The brewing industry could not 
do a wiser thing than to appoint an 
advertising committee with expert 
advisers and with adequate funds at 
its disposal :to seriously undertake 
the building of the use of this bever- 
age into the life of the American 
people; and this committee should 
be free from any preconceived no- 
tions carried over from 1918 which 
were wholly wrong then and now 
have no relation to the prevailing 
facts.” 

Thomas H. Beck, president and 
editorial director of Collier’s, also 
told the brewers that they must in- 
crease their advertising expenditures 
and change their methods. 


Times Have Changed 


“The brewers seem not aware they 
are in a changing world and a new 
era is here,” he said. “They are 
largely ancestor worshippers since 
their business is peculiarly one of 
family tradition. Many seem con- 
tent to go along with the same mer- 
chandising methods used by their 
forefathers. 

“Break off from the past and keep 
pace with the times by national ad- 
vertising. We are out of the subsidy 


period and into the advertising 


Dr. Cherington guve the fongmine. fo5 | . 
| ig 


Earn, See une Rac! pS OE WC! BONN out ate em Rs) Meath aay eee tak Meum AC Slee aha: gre aaa tC ty Yel Cities OL ee etm ee Wel ae 2 A ag Ma Pie fe ery Ged ee Meath ae a bu Pee Poet! Re ciate AAU es rye 1 aNeeh  cra ne eOMet, dn Ga mae BO ant ee 
a ¥ s ‘ it 4 é = rn « - f a 5 re pe Nall “ Bs) ane ed mk 7 J ‘ sR gale me ba pee vee * - : i iol , y ote ‘ re - " a 
2 ae Fi *s wy , { ; : 2 F ’ r= : es . a di aay Bie 7 oe : ‘ one 5 : ; ; ie pa = 
. ~~ eae 
: . ~<tt — fe is 
oe Ate? | | Dp! aol. . SNA SY ; if 
’ o* " 
: E ' | . , ; aad " ' “a : 
! | 1 _- . . » ’ 4 e Ce Siena 52 
ry Se s 
. 1 ; G } D r ‘ 4 a9 i 
As : i ag ale 
- } r + . : : 
: s a's | : i 
" ws ee i 
i - 
‘ e810 WEST 
FORTY oe 
- . rs 
ite pee 
=e oon 
“a 
J 3 ‘ 
on | 
we co aun mae eee wee 
—_$_$__$_$_$ OL e_—_ | 
' 
EE naan ee | 
4 
PC ee 
EA ke Maia Poe, 
' c % SR 3 BS. ae e 3 z - * Oe Sp aae a 
si a ae a cae st 
; ee a es.) J 
5 Stag Bere. $a : ee = a ‘ | 
. See Tes ; - are 
; a B. ee a 
: ede . ieee 
; ee oi a 
. —— ; i Se ¥ ae 
. tn : 
. ~ 2S z en " : 
aa Sees } 
go 3 | a 
; ; il 
E a : a ee 
=: ee ~ ee Bi oe 
OE Be ae 
—_— 3 ee ae one | wey eae 
“a eS a aie 
Pe * Se ai a 
‘ ek es a oo a ulenas 
es : So ek ana 
: = sh ee loons 
P| 3 # oe ea - 
: ’ ; ie Aha ee 
. ¥ Boe ee eee i a 
% 2 . ae MERE seh i | oe 
Pe ; 
+ 
; P| | 
j 
Pe } | 
— _ —— = —_ | 
Po | —— : 
| eine 
ere te 
a 
; ee 
tial 
| 
| 
\ co. 
ctitihiaeits ae 
ie 
| : 
Pe 
si veal 
a 5 isi : 
~4 _ : 
Po 3 ‘ pid: 
. aves 
pane Fi 
— ae 
a 
~~ == = — lee lle. in 
iy te 
Le | a 
2 aS i 
| ; eee ce Pipe 
Po a - 
ee | 
: : i 
} 
Scnianaapiinaniaemmnas 
} 
' rs 
| ee 
i 
| ee 
ee | 
° | PO 
| | 
! —E——e - 
ee | 
/ | i ____| + . 
age ae 
i Leia 
> eae: 
ze f topes 
vs ue ves = 
: eos. ots 
ah holes nie se Sees Boe oe : m ’ ‘ ‘ - of # “ | : fon 1 . : ae a ech aaa a = are 
a dlrs: naa BSS re cp. yeaa OP ee ain a pee ee Eee ee a : ae eas. wa ee Mel se iat. Vy Re eg ¢ ne : i Ml : . ae le ees tre a) se ” wey Re vit, : r Pa, Fi bs rl Ae ce fa, forte Sb ge eo ha 
so, oe WA Fe > BS, ESET Chas gles St Pi ore ete hihi Ne a ee nae =. AEE, PRE ike yt ge et mee OP gag Weer Fate eemee > gi So ata So eae Ea a) Se a Sere. SP a OE i Cat PSM Tigo co Oe Tee Wye vech etag anna oe pe eed ig ey a i A ge 
St, se Mees, Te, po Bar ate eee Mean faneeests ated Aras he eb ptt 2 Mean BE. the the Sy ER Ie a one ek gh ie Pee gearing aed iy Se nde Me ge dae EN as She eR BRT: ae 2 JS Se al gg owe, Sang Rate ae LPH ¢ A. aes wait Ree Soe 2 ge ke Ne we Fay ee, SS og es Ra 8 a at Oh Re TOW Ae ag TE: te 
atmo) Babee pote ee Bh ah high Sa ae a Be be ee eS Ree Lo lag ok Rea arts coe pis earn eo FO A Renny aaa, OREN 1 eee ENE CS Cee So tee poe 48 SRE IGA So eee eect ta ee hee WES Re 
i Be ie ae al eg ge” en ce Bier tree SLE Sat ods = AT | 2 es reas ihe oe Sg te a teks Ne aes EF I a ee ieee Pe ree rng ts a a oe Noel te. Sue ie Sees ae fe ere Os a edie 2 4 : Eee ey 7m oat Pe, j % 5 : 
Bis ee Lee et” 3° i 7 ” = b & y Fam a $5 %%e an J pees “a ew i3< eh Aaa sce = iA > ~ =f ¢ 4 = - eS, SEES ve en 


2 


ADVERTISING AGE 


ee ee, te aE, ae 


asteou ” * teas, ek, Mae) 
ee 


February 10, 1934 


period. The day is past when some- | 
thing desired is gained by whisper- 
ing into the ear of a politician. The | 
people are now the ones to be ap- | 
proached for approval. Take your) 
case to them. 

“Stop selling your bottles, labels | 
and factories in your advertising. 
You put pictures of factories in your | 
copy—they are not for sale, but your 


beer is. 
“Sell the public the advantages 
that accrue from the drinking of 


beer, play up the food values, the 
beneficial effect on health and why 
and when to drink beer. Get to- | 
gether and make a uniform grade 
of beer of high standard on the 
order of the standard Grade A milk 
of today. 

“The power of advertising changes 
customs, costumes and habits. Sway 
the public by judicious use of it. A 


national campaign takes a lot of 
money. Raise it by assessment of | 
members and advertise just beer and 
mold public opinion in the interests | 
of the industry.” 


Expands Budget 
The 1934 advertising budget of the 
Rumford Chemical Works, Rumford, 
R. I, makers of Rumford Baking 


Powder and Bakes-All, has been ex- 
panded over that of 1933, and more 
aggressive promotional work along 


| presented. 


Canvass Field 


For Newspaper 
Code Authority 


Washington, D. C., Feb. 7.—A care- 
ful canvass for an acceptable man 
to administer the newspaper code 
is being made by General Hugh 
S. Johnson. Ralph Pulitzer, who re- 
signed last week, was asked to re- 
consider, but the publisher indicated 
that his decision was final. 

It is declared that Ernest H. 
Gruening, editor of the Nation, 
weekly liberal organ of opinion, is 


under consideration at NRA head- 
quarters. Gruening, a close friend 
of Secretary of State Hull, is be- 


lieved to be acceptable to all. 
Marlin Pew, editor of Editor and 
Publisher, has also had his name 


Borton Made Manager | 


R. G. Borton, manager’s assistant 
of American Type Founders Sales 
Corporation, Pittsburgh, since 1918, | 
has been appointed manager, suc- | 
ceeding Robert F. Heywang, who 
has been joint manager of Pittsburgh 
and Buffalo branches, and who will | 


/now devote all his time to the Buf- 


STANDARD OIL 
GIVES UP ITS 
PRIZE CONTEST 


Ickes, McCann Issue State- 
ments on Pricing 


Washington, D. C., Feb. 8.—The 
Standard Oil Company of New 
Jersey last night capitulated to the 
oil code administration in the matter 
of its radio contest, in which prizes 
of baseball equipment were being 
awarded to boys. 

Walter C. Teagle, president of the 
giant oil company, informed Secre- 
tary Ickes, oil code administrator, 
last night that his company had dis- 
continued its radio prize contest. 
The government had recently brought 
action in the federal courts here, 
seeking to restrain Standard Oil 
from further use of the contest, on 
the grounds that it violated the oil 
code’s prohibition on premiums. The 
suit has now been withdrawn. 

Standard Oil’s decision to end its 


51,000,000 people are church 
members — adding certain faiths 
that require no membership, occas- 
ional visitors, youths under mem- 


bership age, etc., about two-thirds of 


our population is church 


You have to bury your 


to see the echoing market the 


CHURCH HOME UNIT presents. 


PARADE 


YOUR 
PRODUCTS 
WHERE THEYLL 


BE SEEN... 


affiliated. 


head not Purchasing 


Co Ol im fe 


Only the most zealous of church 
workers ‘subscribe to a religious 
periodical and they believe in it 
second only. to their Bible. 


When you buy the CHURCH 
HOME UNIT you get Zenith 


Reader Confidence, Above Average 


Power, and an Amaz- 


ing Number of Sales. And we can 


PROVE it! May we? 


What the CHURCH HOME UNIT 
Offers You 


] 500,000 circulation in 18 publications 
reaching all principal denominations 
at a remarkably low rate. 


A virtual certificate of merit for your 
product. Advertising is restricted to 
only reliable products. 


A preferred reader interest. 
A Class Market at Mass Price. 
One order, one plate, one bill. 


Full process color at attractive rates. 


CHURCH HOME FAMILIES catch every detail in the parade of your 
products in CHURCH HOME PUBLICATIONS. They read from cover 
to cover. They are ready buyers. Here’s where your advertising belongs! 


Gf A DIVISION OF THE RELIGIOUS 


PRESS ASSOCIATION 


325 NORTH 13th STREET— PHILADELPHIA 


NEW YORK 


CHICAGO 


BOSTON 


contest, in which Babe Ruth was fea- 
tured, clears up one angle of the 
company’s difficulties with the oil 
code administration, but leaves an- 
other angle—that of price differen- 
tials on account of advertising—still 
somewhat up in the air. 


Ickes Scores Statement 


Commenting on the letter to pub- 
lishers which was sent out late last 
month by H. K. McCann, president 
of McCann-Erickson, Inc., the Stand- 
ard Oil agency, as reported in the 
Jan. 27 issue of ADVERTISING AGE, 
Secretary Ickes late last week denied 
that the government had requested 


the oil companies which advertise 
to charge one-half cent a _ gallon 
more for gasoline. 

“It appears to me that Mr. 


McCann’s confidential circular to the 
newspapers of the country is erron- 
eous, purposely misleading, and 
ridiculous,” Secretary Ickes said. 

“There has never been the least 
intimation from me or any of my 
advisers in the oil administration 
that I would penalize advertisers of 
petroleum products. It appears to 
me that an effort has been made to 
misrepresent the basis of the dif- 
ference between the government and 
the Standard Oil Company of New 
Jersey. 

“Just a few days before the ap- 
pearance of Mr. McCann’s confiden- 
tial bulletin to newspaper publishers, 
the oil administration brought a 
suit against the Standard Oil Com- 
pany of New Jersey to enjoin it 
from violating the oil code by giv- 
ing away prizes. 

“In the absence of any possible 
basis for the circulation of this bul- 
letin, written by the advertising 
agent of the Standard Oil Company 
of New Jersey, I cannot escape the 
conclusion that the whole purpose 
of it is to antagonize the news- 
papers of the country against the oil 
administration.” 


McCann Replies 


Advised of Secretary Icke’s blast, 
Mr. McCann declared that “I am de- 
lighted to find Secretary Ickes dis- 
avowing those who would set up a 
policy in behalf of the government 
whereby advertising would be penal- 
ized. My information as to what 
happened in the oil-gasoline war in 
the District of Columbia is different 
from that now given by the Secre- 
tary. 

“I was advised that Dr. Frey of 
the petroleum coordinating commit- 
tee did request that the non-adver- 
tised products be permitted to sell 
at a lesser price than the advertised 
grades of gasoline. If Dr. Frey was 
not speaking for the government 
then I and others interested in ad- 
vertising will be glad to accept the 
disavowal by the Secretary of the 
Interior as a constructive step in 
the interest of all advertisers. 


Explains Purpose 


“Frankly, my only purpose in 
bringing this matter to the atten- 
tion of newspaper publishers gener- 
ally was that I felt they should know 
that an attempt was being made in 
Washington to set up a precedent 
which might affect products other 
than oil. To this I was and am 
still opposed. I believe that the 
advertising men of the country will 
be grateful to the Secretary for his 
statement that the question of 
whether one company advertises and 
another does not ‘is a matter over 
which the oil administration has 
no jurisdiction whatever.’ ” 


S. I. Clark Placed in 
Charge of Admiracion 


Stanley I. Clark has been ap- 
pointed manager of the Admiracion 
Division of the National Oil Products 
Company, Harrison, N. J. 

Mr. Clark was formerly sales man- 
ager of Lehn & Fink, Inc., and prior 
to that was director of research and 
marketing with the Joseph Richards 
Company, advertising agency. 


Hudson Is President 


R. Furman Hudson, who has been 
general manager of the Montgomery 
Advertiser, has been elected presi- 
dent of the Advertiser Company to 
succeed the late Frank Glass. 


PRESIDENT TO 
AID COPELAND 
BILL, REPORT 


Measure Discussed at White 
House Conference 


Washington, D. C., Feb. 8. — 
Senator Copeland and Prof. Tug. 
well joined today in a White House 
conference on the pending legislation 
for revision of the pure food and 
drug act. It was indicated by Sena. 
tor Copeland following the confer. 
ence that the Administration would 
support the Copeland bill as rewrit- 
ten, and that with White House ap- 
proval the measure would be pressed 
for favorable action by the senate 
commerce committee. 

Leaving the White House after the 
conference Senator Copeland smil- 
ingly declared that “this bill has the 
President’s approval since we went 
over its various provisions Care- 
fully.” It was pointed out that there 
has been no substantial change in 
the bill from the form in which it 
was first presented. 

“Advertising,” the senator said, 
“while coming under the act, is not 
singled out unless manufacturers fail 
to guarantee the truthfulness of 
copy. In such cases, advertisers 
might be held to blame. 

“The aim of this bill, as far as 
advertising is concerned, is to im- 
prove it and place the burden of 
proof on the manufacturer of the 
product,” he continued. “I think 
there can be no reasonable objection 
to that.” 


Revising Clauses 


Senator Copeland formally  an- 
nounced today that he is revising the 
clauses in his food and drug Dill 
having to do with antiseptics, and 
will for this reason, delay further 
legislative action “for a few days.” 

It has been known that there has 
been criticism from both sides on the 
antiseptics provisions of the Cope- 
land bill, some demanding more se- 
vere restrictions and others less 
Grastic provisions. With these be- 
fore him, the senator is seeking to 
re-write those parts of the bill deal- 
ing with this subject. He refused to 
amplify in detail the changes con- 
templated, but did make it known 
that he was desirous of pushing the 
bill through at this session of con- 
gress. 

On the house side, Representative 
Black of New York, declared that his 
bill would soon be up for hearings. 
Asked regarding the proposed Dill 
from the New York attorney, Charles 
Wesley Dunn, which has been sug- 
gested as a possible substitute for 
the present bill, he declared that he 
knew nothing of it, nor had it been 
previously brought to his attention. 

The Black bill is understood to 
carry the endorsement of the drug 
interests, while the proposed Dunn 
draft is said to have received the 
approval of food interests. 


Keystone Appoints Agency 
Names Sales Manager 


Keystone Distillers, Inc., Philadel 
phia, has placed its advertising ac 
count with Philip Klein, Inc., Phila- 
delphia, who has moved to larger 
quarters in the Guarantee Trust 
Bldg. 

William Desmond has been ap 
pointed sales manager of the Key- 
stone Company. 


Shutts Leaves Pabst 


A. L. Shutts, divisional sales man- 
ager of the Pabst Corporation, Mil 
waukee, for the past eight years, }8 
now with the H. D. Lee Mercantile 
Company, Kansas City, Mo., as ad- 
vertising manager of the company § 
High Grade Food Stores department. 


Middleton Promoted 


R. Hunter Middleton, chief tyP& 
face designer of Ludlow Typograph 
Company, Chicago, has been placed 
in charge of the company’s typeface 
design department. 
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of fren 


: HARLIE CHAN was a superior detective. But 
— C not until he walked the pages of The 
ig Saturday Evening Post did all America come to 
know and quote and enjoy him. 


: The Arrow Collar man wore superior collars. 
But not until he wore them in The Saturday 
Evening Post did all America come to buy and 
recommend and depend on them. 


FF For thirty-four years 64.2% of the Cluett- 

— Peabody Company’s magazine advertising has 
appeared in The Saturday Evening Post. Post 
readers have seen, remembered, bought Arrow 
Collars and Arrow Shirts. 


esate '9 Bi * 


For the Post is an American institution. It is 
unique in its power to make nationally known 
“characters” of the people in its fiction—and 
to give national character to any worthy 
product or service in its advertising. 


C power teal won millons 


(for Charlie Chan... 


...Made Arrow America’s 
favorite shirt 


AND THE MAKERS OF ARROW SHIRTS SAY THIS: 


“Arrow Collar advertising has appeared 
in The Saturday Evening Post ever since 
1900. f 

“Our Arrow Collar man must be as 
familiar a figure to millions of Post readers 
as Mr. Tutt or Florian Slappey or Cappy 
Ricks or any of the many characters the 
Post has brought to life. And the Post 
readers have become equally familiar fig- 
ures at the Arrow Collar counters. 


“When several years ago we decided to 
attach shirts to Arrow Collars, we faced 
little of the grief a manufacturer of a new 
product usually goes through. For our 
market was waiting—we had but to an- 
nounce Arrow Shirts to the friends of 
Charlie Chan, the friends of Andy Burnett, 
the friends of the Arrow Collar 
man in the pages of The Saturday 


Evening Post.” 


THE POWER THAT BRINGS NATIONAL REPUTATION TO AUTHORS AND LIFE TO THEIR CHARACTERS IS 
THE SAME POWER THAT GIVES NATIONAL REPUTATION TO ADVERTISERS AND LIFE TO THEIR TRADE 


THE SATURDAY EVENING POST 


5 “AN AMERICAN INSTITUTION’ 
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How the Child Labor Amendment 


May Affect 


The child labor amendment has 
now been ratified by twenty states. 
If it is approved by thirty-six, its re- 
quirements will of course take prece- 
dence over provisions on this subject 
contained in the codes. It is sug: 
gested that one reason why the 
newspaper code has been held up is 
that the administration prefers the 
child labor amendment to the child 
labor restrictions in the code. 

The effort to classify the work of 

newspaper carriers, as well as boy 
salesmen of magazines, with child 
labor as it is understood by the pub- 
lic seems to us to be particularly un- 
fair, and to have possibilities of di- 
rect disadvantage to advertisers. If 
all boys are to be eliminated in the 
distribution of publications, and this 
work performed by adults, the cost 
will be greater, the service of the 
public less rapid and satisfactory, 
and circulation possibilities, espe- 
cially in the case of newspapers, re- 
stricted. 
. While metropolitan newspapers 
would no doubt absorb whatever in- 
creased expenses might be involved 
in conforming to the strict letter of 
the law under the child labor amend- 
ment, the smaller papers would work 
under a hardship. At present they 
are providing coverage of many 
small communities through boy 
salesmen, and it is doubtful if any 
plan could be established which 
would enable them to perform this 
service through adult workers. 

The idea that the newspaper car- 
rier who is earning money and re- 
ceiving business training for work- 
ing one or two hours a day is in 
need of legal protection is so ex- 
treme that it would be accepted by 
no one who knew anything about the 


Advertising 


conditions under which these boys 
operate. Many successful business 
and professional men owe their 
start to the opportunity thus pro- 
vided to carry on their education and 
at the same time be at least par- 
tially self-supporting. 

Howard W. Stodghill, representing 
the International Circulation Man- 
agers’ Association, presented a brief 
on this subject to the NRA, and 
some of his comments are enlight- 
ening. 

“The delivery and sale of newspa- 
pers by boys under sixteen years of 
age,” he said, “is not ‘child labor’ in 
any sense of the word. These boys 
earn approximately $100,000,000 a 
year for work which averages less 
than one hour and a half a day. The 
business of delivering and selling 
newspapers and soliciting subscrip- 
tions for newspapers carried on by 
these boys, many of whom are under 
sixteen years of age, affords a fine 
preliminary training which is just as 
essential a part of the boy’s educa- 
tion as work done in school. This 
part of his education in no way in- 
terferes with his school work.” 

Advertisers have a direct interest 
in maintaining reasonable conditions 
for the conduct of the publishing 
business, and hence it seems to us 
that they have cause to view with 
trepidation the effects of the child 
labor amendment in this field. It is 
unpopular to oppose this kind of leg- 
islation, but the sentimentalists have 
obscured the fact that the operation 
of the new measure will handicap in- 
stead of help 500,000 newspaper boys 
and magazine salesmen, will impede 
the circulation of publications, and 
may reduce the scope and effective- 


ness of advertising. 


Selecting an Advertising Agency 


The selection of an advertising 
ugency is a matter of the greatest 
importance to the advertiser. The 
most profitable expenditure of his 
funds is vital to the success of his 
business, and therefore the agency 
which is responsible for this expen- 
diture should be the one best quali- 
fied by experience and knowledge of 
his special problems to perform the 
most satisfactory service. 

It is doubtful if the correct basis 
for choosing an agency is to be 
found in the submission of specula- 
tive plans. In the first place, no 
matter how well visualized advertis- 
ing campaigns may be, no human 
being can look at advertising copy 
and predict with certainty whether 
{t will be more effective than some 
other piece of copy. To look over 
half a dozen different campaigns, 
prepared by as many agencies, and 


choose the best agency merely from 
that exhibition, lies definitely in the 
realm of the impossible. 

From the standpoint of the eco 
nomic handling of advertising prob- 
lems, a plan of this kind imposes too 
great expense to the competing agen- 
cies. Five out of six agencies seek- 
ing an account on this basis lose 
their time and expenses in the 
preparation of copy, sketches and 
layouts, or if they are reimbursed 
the advertiser loses. 

It would be much better for adver- 
tisers and advertising if agencies 
were chosen because of their proven 
and demonstrated knowledge and 
experience, and their special adapt- 
ability to the work of the advertiser 
concerned. The best work of the 
agency should be reserved for 


clients, and not expended on the 
doubtful business of prospects. 
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COME TO THIS? 


 PLUMGING 
SMiti+ UNCLE 


[EAT SNAPPY GINGER 
SMAPS / 7 


BURNS + UNCLE SAM 
BAKING Co, 


—T. Brown in Chicayo Journal of Commerce. 
The tired business man of the near future. 


Hal Kemp Comes to 


Bat Twice Running 

To the Editor: Here’s an addition 

to your collection of strange coinci 

lences occurring in newspaper make- 
up. 


This unusual tie-up, which ap- 


INSIST UPON 


KEMP'S 2) 


Sponsored by 
“LAVENA | 


the new oatmeal skin” 
beauty treatment — 


10:45 A.M. | 
Every morning except 
Saturday 


WBBM | 


peared in the Milwaukee Journal Jan. 
17, would indicate that Hal Kemp 
is as soothing to the throat as he is 
to the ear. 


Ropert HArt, 
Allen Rieselbach Advertising Agency, 
Milwaukee. 
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Raymond Agrees with 
Post Office Editorial 


To the Editor: I wish to compli- 
ment you on your common sense edi- 
torial, “The Post Office Has a Sales 
Problem.” Indeed it has-—but in the 
past there has been little hope of its 
being recognized—-for despite certain 
other evidences of their capability 
and business acumen, neither Mr. 
Tilton nor Mr. Brown could quite 
grasp the fact that the way to in- 
crease revenue was not to increase 
the selling price of a commodity be- 
yond the point where the consumer 
would not buy. 

Mr. Farley is one of the ablest pub- 


Voice of the Advertiser 


licity and promotion men this coun- 


try has ever seen. We have also in 
Silliman Evans, a former vice-presi- 
dent in charge of publicity and pub- 
lic relations of American Airways, a 
man who also should have some 
knowledge of advertising and sales 
promotion. Here’s hoping that these 
two gentlemen may, as time goes on 
and their obvious political duties be- 
come less arduous, be able to apply 
themselves to a “‘sale promotion” pro- 
gram for the Post Office Department. 

One of their first requisites will be 
their realization that the advertising 
dollar, while flexible, is not elastic. 
A concern with sales which dictate 
a $100,000 advertising budget with 
$30,000 devoted to direct mail, will 
not increase its direct mail budget 
merely because postal rates increase. 
It will cut the suit according to the 
cloth. 

Result—less printing, less paper 
manufactured, less sales because of 
fewer mailings, retarded business in- 
stead of business recovery. 


LEONARD J. RAYMOND, 
President, Dickie-Raymond, Inc., 
Boston, Mass. 
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Finds Radio Advertising 
Disrupting Home Life 

To the Editor: Both as a layman 
and advertising man, I have often 
wondered about the liberties that are 
permitted over the radio that any 
legitimate, self-respecting newspaper 
or other periodical would not permit. 
So far as I am concerned, there are 
many products that I have turned 
against because of the nature of the 
“copy” used by radio advertisers. 

Recently, however, the limit has 
been reached—probably because in 
this particular instance the radio 
advertising has disrupted a routine 
in my household and has made me 
more resentful than ever. 

One of my sons will soon be six 
years of age. Recently he has _ be- 
come an ardent radio listener and, 
of course, his favorite time to sit in 
the big chair before the radio is in 
the early hours of evening. 

This chap has taken cod liver oil 
since he was ten days old. He has 
always liked it so well that when he 
was given one teaspoonful he asked 
for another. However, a couple of 
weeks ago when his mother called 
him to get the usual spoonful he told 
her that he didn’t want any more 


of that “nasty, smelly, fishy stuff.” 
His mother asked him where he) 


~ “ae 
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Information 
for Advertisers 


The following documents may l, 
secured without charge by any 
national advertiser or advertising 
agency from the companies spongor. 
ing them, or through ADVERTIsing 
AGE. 


No. 558. Fawcett’s Broadcaster. 


A very attractive and interesting 
tabloid news bulletin issued reg, 
larly by Fawcett Publications, Inc, 
giving a highly pictorial presenta. 
tion of the editorial, circulation ang 
promotional activities of the Fawcet 
Women’s Group. Also contains much 
marketing and statistical informa 
tion. 


No. 559. An Analysis of Depart 
ment Store Advertising in New 
Orleans Newspapers During 1933, 
A breakdown of the lineage use 

by department stores in the locaj 


papers, giving the figures by each § 


department. Issued by the New Or. 


leans Item. 


No. 560. First in Advertising Reve F 
in Advertising Lineage, inf 


nue, 
Circulation, 
“Firsts.” 
This colorful booklet gives an up 
to-date picture of the Ladies’ Home 
Journal, pointing out its leadership 
in many editorial features which 
have proved popular with its read. 
ers. Typical pages are reproduced 


and Many Other 


OF ee RAST a Rg 


oa 


* 


showing the editorial style and ap 7 
peal, and the full color reproductions 7 
in which this publication pioneered 7 


The Curtis circulation methods are 
analyzed and the lineage standing 
of the magazine in the women’s field 
is shown. 


No. 561. Bursting Into Popularity, 

A portfolio 
Offset for letterpress and offset print 
ers, made by American Writing 
Paper Company. The samples are 
produced by both methods to shoy 
the comparative results. The ful) 


introducing Albion ¥ 


color pieces are exceptionally well ' 


done and carry many ideas for color” 


combinations and folds. Swatches of 
the full line are included. 


No. 562. The Major College Market 

A survey of the purchasing powe! 
and buying habits of the students o! 
12 important universities and col: 
leges. Clothing, equipment, toilet 
ries, automotive, food, travel, read 


ing habits and miscellaneous items | 


are covered in detail. Published by) 
Major College Publications. 


ever heard anything like that an 
he said, “Well, that’s what the lady 
over the radio says, and I don’t want 
any more of it.” He told his mother 
that the lady told all the childre! 
that they should take cod liver oil 
tablets—that it was much better fo! 
them. 

It just happens that this boy has 
never had any experience taking tab 
lets, so his mother quickly took at 
vantage of his ignorance and er 
plained to him that a tablet would 
have to be swallowed “whole” and 
would be very difficult for him to ge 
down his throat. It had the desired 
impression, and although he told m 
about the recommendations of tle 
radio lady a few nights later, he di 
not insist on the tablets any more 
and has continued to take cod live! 
oil by the teaspoonful. ; 

Last night my son asked for his 
cod liver oil and insisted that I giv 
him two big spoonfuls. He the! 
turned to his mother and said: “The 
radio doesn’t always tell the truth 
does it?” 

I know there isn’t a publication 1” 
the country of any repute that woul 
permit the same kind of advertisiné 
copy in publication advertising—*° 
I am wondering more than ever wh) 
the big radio broadcasting companies 
don’t insist on the same ethic 
standards for the radio that must 
adhered to in publication advert!* 
ing. I suppose it’s just the same ol 
case of waiting to be censored. 

Davip B. GIBSON, 
Vice-president, Wester” 
Brewer, Chicago. 
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THIS IS BY FAR THE LARGEST CIRCULATION 
EVER ATTAINED BY ANY NEWSPAPER IN AMERICA 
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GANNETT BUYS 
OLD DAILY AT 
DANVILLE, ILL. 


(Picture on Page 1) 

Danville, Ill., Feb. 8—The Danville 
Commercial-News passed into control 
of the Gannett Newspapers this week, 
becoming the seventeenth daily in | 
the string owned by Frank E. Gan- | 
nett and directed by Frank E. Tripp 
as general manager. 


The Commercial-News, published 
evening and Sunday, is the only daily 
boasted by this city of 40,000. A new 
paper was started last year, but en- 
joyed only a brief existence in com- | 
petition with the strongly entrenched | 
Commercial-News, which has been | 
serving Danville readers for 68 years. | 

Sale of the paper was made by the | 
Chicago executors of the estates of | 
John H. Harrison and W. J. Parrett. | 
The latter, who was general mana- 
ger of the paper, died last September. | 

As usual in the case of papers. 
bought by Mr. Gannett, the local | 
management continues’ in charge | 


| group being placed at their disposal, 


| change 


without change, the facilities of the 


permitting of expanded news service. 

E. C. Hewes, continues as genera 
manager and publisher; Guy F.! 
Kitchen business manager, and 
H. C. Gibson as managing editor. 


as 


First Westward Move 


The purchase was extremely inter- | 
esting to newspaper publishers and 
advertisers as indicating a possible. 
of policy by Mr. Gannett. | 
Heretofore, he has operated only in| 
the east, his papers being situated in | 
New York state, New Jersey and} 
Connecticut. 

The New York list is as follows: 
Albany, News and Knickerbocker | 
Press; Elmira, Star-Gazette, Adver- 
tiser and Telegram; Ithaca, Journal; 
Malone, Telegram; Olean, Times- 
Herald; Newburgh, News; Beacon, 
News; Rochester, Democrat and. 
Chronicle and Times-Union; Utica, | 
Observer-Dispatch ; Ogdensburg, Jour- 
nal, 

The Times at Hartford, Conn., and | 
Courier-News at Plainfield, N. J.,| 
complete the roster of Gannett News- | 
paper properties. 


Goodhart Resigns 
Hugh H. Goodhart has resigned as 
advertising manager of Franklin 
Automobile Company, Syracuse, N. Y. 
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Puppets Go on 
Tour for Arden 
Cosmetic Line 


New York, Feb. 8. 
that they 


-—So successful 
were twice ordered re- 


moved by the Fifth Avenue Associa- | 


the sight of 
gathered before 


tion, which revolts at 
interested crowds 
display windows, marionette figures 
making up a traveling display for 
Elizabeth Arden have started an ex 


tensive tour which will bring them | 


into leading department and drug 
stores throughout the country dur- 
ing the remainder of winter and the 
spring. 

The first set was exhibited at the 
Arden Fifth Avenue salon. The asso- 
ciation regarded the crowds sternly 
and finally requested that the little 
ladies of the puppet stages cease 
their public exhibition of feminine 
vanity (at least on Fifth Avenue). 


But this made no difference because | 


that time the display had com- 
pleted its three-day stand. 


Contains Two Stages 


Its next stop was Lord & Taylor's, | 


the 
re- 


still on Fifth Avenue. 
association watched, 


Again 
waited and 


In taking the measure of the Indianapolis Radius as an ideal 
test market for your products, let's consider the consumers 


first: there are nearly two million of them 


progressive 


well-informed, 


_ 92 per cent are native-born white and 98.3 


per cent are literate. They have common customs and buy- 
ing habits and their living conditions are comparatively high 

_ their buying power is stabilized by unusual diversifica- 
tion of agriculture and industry. 


Second, distribution: easy, because Indianapolis is the job- 
bing center of the entire state and ample retail outlets for 
any product are provided by Indianapolis and the many vil- 
lages, towns and cities in the 70-mile Radius. 


Third, cost of advertising coverage: low, because The Indian- 
apolis News with its adequate coverage of the market with a 
circulation 97 per cent home delivered can do the advertis- 


ing job ALONE. 


1934 can be a good year for new products . . . new adver- 
tising appeals . . . test yours in the Indianapolis Radius. 


THE INDIANAPOLIS NEWS 


SELLS THE INDIANAPOLIS RADIUS 


New York: Dan A. Carroll 
110 East 42nd Street 


Chicago: J. E. Lutz 
180 North Michigan Ave. 


4 stages. 


ithe entire 


ARDEN PUPPETS TAKE TO ROAD 


bi bidet 4 PERFUMES 
ARE THE ESSENCE OF CHARM 


L'AMOUR :. -L'ELAN: --LA JONE 
LE REVE - MOON MOSS TUBEROSE 


quested, though again the marion- 
ettes had finished their engagement 
before the crowd-censors became in- 
sistent. 

The Arden window display was 
planned by the Blaker Advertising 
Agency, and was made by Edith 
Flack Ackley. Twelve sets will barn- 
storm the countryside, finishing a 
rather complete coverage by the first 
week of June. 

Each set contains two miniature 
One setting is a _ boudoir 
scene in which an elegant lady pow- 
ders her nose. The other is a per- 
fume shop, where buying and selling 
is active. 

In order that the show be staged 
with understanding and feeling and 
with deference to histrionic detail, 
the sponsors employed unemployed 
actors of New York’s Civic Reper: 
toire Theater to pull the strings and 
put the puppets through their paces. 


Hutchins Gets 
Entire Philco 
Radio Account 


Philadelphia, Pa., Feb. 8—Hutchins 
Advertising Company, Rochester, 
N. Y., has been appointed to handle 
advertising account of 
Phileco Radio and Television Corpora- 
tion, including magazine, newspaper 
and broadcast advertising as well as 
dealer -distributor advertising and 
promotion, it was revealed this week. 

Appointment of Hutchins to handle 
the entire Philco account brings to 
an end an unusual departure inaugu- 
rated by Philco four years ago, when 
the company employed some _ ten 
“local” agencies to handle advertis- 
ing in cooperation with retailers 
throughout the country, in addition 
to a “national” agency which placed 
the company’s national magazine and 
other national advertising. 

Handled Local Copy 

At the time the 

policy 


“local agency” 
was adopted, Hutchins was 
named to handle local advertising 
and promotion for a number of 
Phileco distributors in Ohio, New 
York and New England, and during 
the following two years this agency’s 
service was extended to cover the 
territories of other eastern distribu- 
tors. 

During the past year all distribu- 
tor and dealer advertising through- 
out the country has been handled by 
Hutchins. In addition, since the first 
of the year, the agency has been con- 
ducting a national cooperative news- 
paper campaign for Philco. 


Krum Joins Mathes 
Tyrrell Krum, at one time with 
the Chicago Tribune, has joined the 
public relations staff of J. M. Mathes, 


'Ine., New York. 


‘ Well-Dressed 
Leg’ Explained 
In Rotogravure 


Milwaukee, Wis., Feb. 8.—''The 
well-dressed leg,” which will consti. 
tute the spring and early summer 
topic of the Phoenix Hosiery Com. 
pany, received its initial airing last 
Friday in a four-page rotogravure in- 
sert in Women’s Wear Daily, New 
York. ~ 

The Fairchild paper has just an- 
nounced a new policy of selling roto. 
gravure of two-color newsprint in- 
serts, and Phoenix was the first ai: 
vertiser to take advantage of the 
new type of presentation. Corres: 
ponding interest was aroused among 
retailers. 


Uses Seven Magazines 


The insert was devoted to the new 
shadowless hosiery in “doggy” colors 
which are being offered for spring. 
The women’s line, it was explained, 
will be exploited in seven magazines, 
beginning in March and _ running 
into July. The magazines scheduled 
are Cosmopolitan, Harper’s Bazaar, 
Ladies’ Home Journal, New Yorker, 
Photoplay, Redbook and Vogue. 

The Saturday Evening Post and 
College Humor will carry advertis: 
ing of Ev-R-Up, the self-supporting 
socks for men. 

Guy J. Koch, advertising manager. 
said that the insert created more 
comment than any promotion ever 
done by Phoenix. 


Label on Liquor 
To Tell All Now 


Washington, D. C., Feb. 8.—Regt 
lations provided for labeling of al! 
alcoholic beverage bottles, imported 
and domestic, are being issued by 
the federal alcohol control admin's 
tration. 

All whisky must bear a red stamp 
telling the amount of tax paid and 
the amount of liquor in the bottle. 
Whisky must be labeled straight. 
blended, spirit or imitation. 

Straight whisky labels must show 
the age. Blended or spirit whisky 
must show the year and season of 
the youngest whisky contained 
the blend. Where straight alcohol 
is used in rectifying, the amount 
must be specified. 

Gin must be marked compound oF 
distilled. Labels on imported bottles 
must show brand and place Pre 
duced. 


Change Telephone 


State 5152 is the new telephon 
number of Needham, Louis & Brot? 
Chicago agency. 
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THE CHICAGO DAILY NEWS 


10S 747 DAILY NEWSPAPER 


Total Advertising Linage 
of Chicago Daily Newspapers 
Year 1933 
Authority: Media Records, Inc. 
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FIRST IN CHICAGO 


' Today ... yesterday and as far back as the records go AND 


The Chicago Daily News has published more advertising 
“HOME COVERAGE 


THE CHICAGO DAILY NEWS 


* THE CHICAGO DAILY NEWS GOES INTO AND STAYS IN MORE HOMES 
IN CHICAGO AND SUBURBS THAN ANY OTHER DAILY NEWSPAPER 
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ADVERTISING AGE 


February 10, 1934 


MAGIC CHEF TO 
PLANT SEED OF 
DISCONTENTMENT 


Huge Gas Stove Replace- 
ment Market Is Goal 


Cleveland, O., Feb. 8.—American 
Stove Company will make a vigorous 
bid for the huge gas stove replace- 
ment market with spring advertising 
designed to make housewives of the 
United States thoroughly dissatisfied 
with their old ranges. 

Illustrations and headlines will 
conspire to make magazine readers 
unhappy every time they struggle to 
get a meal under the handicap im- 
posed by ranges of ancient vintage. 

Sharp contrasts will be drawn by 
the illustrations. In one instance, 
a bathing beauty of 1890 will be 
shown on the beach against a back- 
ground of modern mermaids. In an- 
other, a horseless carriage will be 
pictured trying vainly to keep up 


with 1934 automobiles. The old 
kitchen pump and the base burner 
of the gay nineties will also be re- 
called. 


The old wood type beloved by 
tramp printers of another generation 
has been called into play in head- 
lines to heighten the atmosphere of 
antiquity. 


Tells of New Features 


Copy summarizes modern features 
of the Magic Chef line, including an 
elevated broiler, which does away 
with the stooping which has made 
countless generations of women old 
before their time; Red Wheel Lorain 
oven regulator, which cooks and 
bakes while the mistress is attend- 
ing the weekly meeting of her bridge 
club; and the automatic top burner 
lighter, which eliminates the use of 
matches by lighting the burner 
merely by turning the gas on. 

The portfolio merchandising the 
campaign to dealers emphasizes the 
fact that the American Stove Com- 
pany has been a consistent adver- 
tiser since 1919. Advertisements 
illustrating the theme of each year 
since that time are shown in a 
spread in the portfolio. 

The spring campaign will appear 
in Delineator, Good Housekeeping, 
Ladies’ Home Journal, Saturday 
Evening Post and Woman's Home 


Companion. It was prepared by the 
Richardson-Plant Company under di- 
rection of Thomas Rath, director of 
publicity. 


Arthur Sisson Joins 


Wood, Putnam & Wood 


Arthur F. Sisson has joined Wood, 
Putnam & Wood, Boston, as vice 
president, 

Mr. Sisson was for a number of 
years connected with Procter & 
Gamble in charge of sales and mar- 
keting statistics. He later became 
associated with the Atlantic Lumber 
Company as assistant to the presi- 
dent, and most recently was with the 
P. F. O'Keefe advertising agency as 
an account executive. 


Rubber Works Appoint 


The Continental Rubber Works, 
Erie, Pa., has named Clark-McDan- 
iel-Fisher & Spelman to place adver- 
tising of its mechanical rubber goods 
division. Trade papers and direct 
mail will be used. The agency con- 
tinues to serve the automotive ac- 
cessories and bicycle tire divisions. 


Howell Transferred 


Harry J. Howell, since 1918 sales 
manager of the Newark division of 
Sherwin-Williams Company, has 
been appointed manager of the south 
central district, with headquarters in 
Cincinnati. 


Headlines .. . Deadlines 
Air Lines! 


The HEADLINES have told you about the newly inaugurated American 
Airways-General Express service that cuts deliveries from days to 
hours. Now DEADLINES have lost their terror; closing dates have been 

robbed of much threat. Because P. & A. AIR DELIVERIES have come 
to the rescue of those beleaguered advertisers and agencies who 
really mean rush when they say it. Last minute changes will 
always be with us, as long as men and means remain as they 
are, but this ’34 service-of-delivery has turned back the hands 
of the clock. And you can employ it in great confidence. 
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Copy in this morning; P. & A. on the job; shipments 
delivered to New York overnight. That’s speed. 


American Airways service is as new and good as this 
morning’s dawn. P. & A. service is thirty-three years young. 
And the combination of the two certainly works to your 
profit. Both depend upon skill for efficiency. Test this truism: 
you always know, in advance, that P. & A. will give you what 
you want when you want it. Air deliveries being merely another 
demonstration of our fixed policy of always keeping abreast of times 
which are even swifter than ’planes. 


Partridge & Anderson Company 


Electrotypes-Nickeltypes-Stereotypes-Matrices 


CHICAGO 


Austin F. Bement 


Chicago, Feb. 8.—Austin F. Bem- 
ent, well known Detroit agency man, 
has joined Erwin, Wasey & Co., Chi- 
cago, as vice-president in charge of 
new business. 

For nine years Mr. Bement was 
president of Austin Bement & Co., 
Inc., Detroit agency which handled 
many national accounts, including 
| Packard and the Portland Cement 
| Association. The agency recently 
| suspended. 

Prior to his entry into the agency 
| business, Mr. Bement directed the 
promotional activities 


far-reaching 
of the Lincoln Highway Association, 
which successfully worked for the 
establishment and completion of a 
transcontinental road connecting 
New York with San Francisco. 

This gigantic job, started in 1913, 
when there was not a foot of paving 
outside of city limits on the 2,000 
miles west of the Mississippi River, 
involved over $70,000,000. 

Before going to Detroit in 1914, 
Mr. Bement was the first advertising 
manager of the Electric Auto-Lite 
Company, of Toledo. In that era his 
major job was to sell automobile 
manufacturers the idea of electric 
starting and lighting. 


Campbell to Los Angeles 


Mac Campbell, formerly in the San 
Francisco office of Erwin, Wasey & 
Co., has been transferred to Los 
Angeles as office manager and ac- 
count executive. Louis Honig, Jr., 
is now space buyer in the San Fran- 
cisco office. 


Leaves Gimbel Bros. 


Leslie M. Beals, for three years 
publicity director of Gimbel Bros., 
Milwaukee, has resigned to join the 
advertising bureau of Marshall Field 
& Co., Chicago. He will be in charge 
of sales promotion for the home fur- 
nishings division. 


Appoints Shaw-Betts 


Manitou Mineral Water Company, 
Manitou, Colo., has placed its ac- 
count with Shaw-Betts, Inc., Denver. 
Newspapers and billboards in the 
central west metropolitan centers 
will be used. 


“Mutual Review” Starts 


Mutual Review, published by the 
Ohio Association of Mutual Insur- 
ance Agents, Columbus, O.,_ for 
agents and buyers of insurance, 
made its appearance with the Janu- 
ary issue. 


R. W. Davis with “Elks” 


Reginald W. Davis, former adver- 
tising manager of the Hotel World 
Review and recently with Visomatic 
Systems, Inc., has joined the eastern 
advertising staff of Elks Magazine, 
New York. 


Boucher’s New Work 


Kenneth Boucher, executive vice- 
president of the Pacific Association 
of Advertising Agencies, has joined 
the Pacific Railways Advertising 
Company in an executive capacity. 


Howard Portfolio Out 


The Howard Paper Company, Ur- 
/bana, O., has issued its annual port- 
| folio of attractive letterhead sugges- 
tions. Copies may be had upon re- 
quest to the company. 


OCTOBER 18-19 
1934 DATES FOR 
A. B.C. MEETING 


Directors to Study Cut-Rate 
_ Term Subscriptions 


White Sulphur Springs, W. Va, 
Feb. 8.—October 18 and 19 were se. 
lected as dates for annual “A. B. C, 
Week” in Chicago by the board of 
directors of the Audit Bureau of Cir- 
culations, meeting here last week 
end. The Stevens Hotel will accom. 
modate the meeting of the A. B. c. 
and other advertising organizations, 
as heretofore. 

The board appointed a special com- 
mittee to air the question of cut-rate 
term subscriptions by “sheetwrit- 
ers.” The decision is an echo from 
the annual meeting in Chicago last 
October, when several divisions ex- 
pressed concern over the situation, 
The business paper group adopted 
this resolution: 

“Resolved, that the A. B. C. amend 
Paragraph B, Section 1 of Chapter 
B. Standards, under ‘Paid Subscriber 
Defined,’ to read: 

“*(b) On term orders the sub- 
scription must be paid for at not less 
than 50 per cent of the regular an- 
nual advertised price, or a pro rata 
thereof for the period covered by the 
order, and not less than 30 per cent 
of the regular advertised price must 
be received in the office of the pub- 
lication and there retained for pur- 
poses other than the payment of 
commissions on circulation sales.” 


Stone Heads Committee 


F. W. Stone, Parents’ Magazine, 
New York, was named chairman of 
the special committee. He will be 
assisted by the following: E. K. 
Gaylord, Oklahoman and _ Times, 
Oklahoma City; Fred Bohen, Sue- 
cessful Farming, Des Moines, Ia.; F. 
R. Davis, General Electric Company, 
Schenectady; Franklin Bell, H. J. 
Heinz Company, Pittsburgh; B. C. 
Duffy, Batten, Barton, Durstine & 
Osborn, New York, and Mason Brit- 
ton, McGraw-Hill Publishing Com- 
pany, New York. 

The board adopted a 
confirming the present 
answering Paragraph 7 
reports. 
covered. 

The criticism of a newspaper pub- 
lisher that Paragraph 23, covering 
condition of collections, is superfiu- 
ous and possibly misleading, was 
answered by a resolution that the 
present method of showing arrear- 
ages be continued. 


resolution 
policy of 
in bureau 
This concerns the industry 


New Members 


Another resolution provided that 
“the renewal analysis of term sub 
scriptions in bulk be shown sepa- 
rately from individual mail subscrip- 
tions.” Still another laid down the 
rule that occupational analysis of in- 
dividual subscriptions and term sub- 
scriptions in bulk be shown sepa- 
rately in publisher’s statements and 
audit reports. 

The following new members were 
announced: N. W. Ayer & Son’s Di- 
rectory of Newspapers and Periodi- 
cals, Philadelphia; Churchill-Hall, 
Inc., New York; Atlanta Daily 
World; Mobile Times; Parkersburg 
News; National Live Stock Producer, 
Chicago. 


W. B. Williams Named 


Winsor B. Williams has_ been 
named publicity director of Ameri: 
can Airways, Inc., succeeding C. J 
De Goveia, who will continue to serv: 
ice Auburn Automobile Company and 
other Cord affiliates, as he has done 
for several years. 


Two Name Agency 


Mae Allen Cosmetics, Cleveland. 
using radio, and Madame Doty, 
Cleveland, hair treatment specialist, 
using direct mail, health and detec 
tive magazines, have appointe 
Humphrey, Prentke & Scheel, !n¢» 
Cleveland. 
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for National Advertisers .... 


In The Comic Weekly ...‘*Puck”... which is distributed with the 17 great 
Hearst Sunday newspapers, you meet Tillie the Toiler, Jiggs, Boob McNutt, 
Barney Google, Felix the Cat, Skippy, Pop-Eye, Toots and Casper, Little 
Jimmy—yes, and those old favorites, the Katzenjammers! 


With these tremendous features—and smaller strips by the same artists in 
addition — is it any wonder that more than five million families follow 
'he Comic Weekly “Puck” zealously every week? 

What an advertising opportunity full pages in The Comic Weekly offer! 


————— 


939 Eighth Avenue, New York City 


ees 


the Katzenjammers now work 


ENTLEMEN, we present the world’s most famous twins 
and oldest living comic strip characters —the Katzen- 
jammer Kids! Who fails to recognize Hans and Fritz, whose 
impish pranks have entertained millions for 40 years? Most 
of today’s grown-ups, fathers and mothers—grandfathers and 
grandmothers, too—who still enthusiastically follow the Kat- 
zenjammers, started the habit in early childhood. 


The sufferings of the Captain and the Professor, the inno- 
cent connivances of the oblivious Mama, and the inevitable 
retributions that descend upon the Kids themselves, belong 
to the oldest of all comic traditions. This is the kind of comedy 
the world has laughed at since the race began, will continue 
to laugh at as long as the race shall last. 


The Katzenjammers go into more than 5 million homes every 


week where the 17 great Hearst Sunday newspapers regularly 


he Comic Weekly 


Everybody reads the comics 


bring The Comic Weekly to more than 15 million readers. 


What an audience they and their pals in The Comic Weekly 
deliver to canny advertisers! No wonder the forty-odd business 
leaders who regularly ase the pages of The Comic Weekly have 
got results seldom equalled by amy medium, even in the most 
prosperous years. The cost of a back cover in The Comic 
Weekly is $17,500; of inside pages, $16,000. Circulation more 
than three of the leading national weekly magazines combined. 


Plus incomparable readership, for a survey proves that 72% 
of all women and 68% of all men who read Sunday news- 
papers read the comics—and all the children, of course! 


Doesn't it bear looking into? Investigation of an impres- 
sive mass of evidence will take only a few moments of your 
time. A call to COlumbus 5-2642 in New York, or Superior 
6820 in Chicago, will bring this evidence right to your desk. 


Palmolive Building, Chicago 
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ADVERTISING AGE 


FR. C. DICTUM 
TO CLOSE AIR 
TO DISTILLERS 


. Intelligent Cooperation r 
Asked on Problem 


Washington, D. ©. Feb. 8—Al-| 
though the Federal Radio Commis-| 
sion and individual stations have | 
vigorously denied that any attempt 
at censorship of broadcasting has ever 
been made, a statement issued this 
week by the F. R. C. on the subject 
of liquor advertising makes it clear 
that while the commission may not 
actually be censoring broadcast ad- 
vertising, it is doing something that 
in the long run has the same effect. 

The statement asks “intelligent 
cooperation” in keeping liquor ad- 
vertising off the air, and makes it 
plainly evident that where such “in- 
telligent cooperation” is not forth- 
coming, a serious situation—for the 
broadcaster—will develop. 

“The Federal Radio Commission 


calls renewed attention of broad- 
casters and advertisers to that sec- 
tion of the radio act of 1927 which 
provides that stations are licensed 
only when their operation will serve 
the public interest, convenience and 
necessity, and asks the intelligent co- 
operation of both groups insofar as 
liquor advertising is concerned,” the 
statement says. 

“Although the eighteenth amend- 
ment to the constitution of the United 
States has been repealed by the 
twenty-first, and so far as the federal 
government is concerned there is no 


liquor prohibition, it is well known 


that millions of listeners throughout 
the United States do not use intoxi- 
cating liquors and many groups of 
both users and non-users are part of 
the listening public. 

“The commission asks broadcasters 
and advertisers to bear this in mind. 

“The commission will designate for 
hearing the renewal of applications 
of all stations unmindful of the fore- 
going and they will be required to 
make a showing that their continued 
operation will serve the public in- 
terest, convenience and necessity.” 


Artist Susie WFDF 


John Yuhasz, who has been pub- 
licity director of station WFDF, 
Flint, Mich., for over a year, has re- 
signed to devote all his time to maga- 
zine illustrating. 


Winthrop Chemical Wins 
Infringement Action 


In an infringement suit brought 
by Winthrop Chemical Company, 
New York, the New York supreme 
court has granted an injunction to 
restrain Blackman & Blackman, Inc., 
New York, from infringing on the 
trademarks, Veronal, Aristol, Protar- 
gol, Theominal and Kres-Lumin. 

The defendant was also ordered 
to pay damages resulting from the 
infringement, together with court 
costs. 


J. C. Eno Adds Medium 


The newspaper and radio advertis- 
ing of Eno Effervescent Salt, prod- 
uct of J. C. Eno, Ltd., Buffalo, N. Y., 
will be supplemented this year by 
Saturday Evening Post pages. N. 
W. Ayer & Son, Inc., Philadelphia, 
is the agency. 


Edsel Ford Broadcasts 


Edsel B. Ford, president of the 
Ford Motor Company, Detroit, spoke 
Feb. 4 on the premiere broadcast of 
the Ford dealers’ series over the 
WABC-Columbia network. 


Plant Food to Croot 


Tennessee Corporation, New York, 
Loma plant food, has appointed 
Samuel C. Croot Company. Radio, 
newspapers and magazines will be 
used. 


TIE-UP INCREASES CIRCULATION OF COPY 


“Beald a Little Home’, 


| dsb ied that he 

| wind gearderes (onuenite r 
port brass ra) 
| home on Long liiand,N.2 . 


ed 
G 


GREAT DISCOVERIES 


—— 
————— 


February 10, 1934 


BY EDDIUS CANTORUS 


AS NOBLEST ROMAN OF THEM ALL, IN THE MOTION 
PICTURE “ROMAN SCANDALS", EDDIE CANTOR DIS 
COVERS WHY, AS CITIZEN AND HOME BUILDER 
OF GREAT NECK, N. ¥., HE USES COPPER AND BRASS. 


| NDUSTRY acceptance 
ot a business publication is not an 
over-night affair. It is the product 
of years of appreciated editorial serv- 
ice, of demonstrated soundness in 
policies, of leadership in initiating and 
promoting the best interests of the 
whole industry. 


THE NATIONAL PROVISIONER has 
won this enviable acceptance in the 
Meat Packing and Allied Industries, 
as is known to everyone familiar 
with the great field which it has 


served continuously for forty-four 


years. As the official publication ot 
; the Institute of American Meat Pack- 
ers it has been the voice of the in- 
dustry during the period which has 
% marked the rise of this great business 
to a leading place among all manu- 
tacturing activities in America. 


New York, 300 Madison Avenue 


AC CEPTARN LE 
9 


The Flying Mercury, bronze, by 
Giovanni di Bologna (1524-1608) 
has won universal acceptance as 


a masterpiece of its period. 


THE NATIONAL PROVISIONER ren- 
ders Each WEEK an _ indispensable 
service In reporting markets, in anai- 
yzing production and merchandising 
trends and in discussing basic policies. 
It is the accepted source of informa- 
tion and inspiration to the men whose 
decisions determine the day-to-day 
and year-to-year operations of plants 
representing over 90 per cent of the 
buying power of the industry. 

A RENEWAL PERCENTAGE OF 90,52 
percent—very nearly a record for the 
whole business publishing —field—is 
just another indication of “the price- 
less ingredient” in advertising which 
can be designated only as Acceptance. 
It is the necessary element in success- 
tul advertising to the Meat Packing 


and Allied Industries. 


m The NATIONAL PROVISIONER 


407 S. DEARBORN ST., CHICAGO 


Los Angeles, 1031 S. Broadway 


(> 


> Bddic jars tocked iste her eyes and dreamed 
“You'd be surpnsed how much Ancient Rome and modern Great Neck have in comment aboat a home... Now Eddie's diam house 
, om the Cantor vevdenes righ) -~ ser plecy of 
++» Just look at this copper pope. The minute | saw it in my Ancient Roman bathroom, I sled copper, bess and beonse Widl the 
| tale pape, water pipe, waser-suorage wank. hard 


tecogmzed a. It was the preat-greot-grand-daddy of all che brass pipe | ever pot into my mod- 


ware, couking wionsih, en poor hows Law gear 
atoms, a did copper armies en Aneient Kome? 


em house. Why, today they dig up chat ancient pipe, unrosted, good enough to use, right 


out of those old Roman ruins... And you should have seen some af those ruins, ., that fat 


| old Emperor Valerius, for example... Now, let me show you some pictures of my crip..." 


COPPER @& BRASS 
RESEARCH ASSOCIATION 
34 Beowsuy, New York cy 


Advertisement for Copper & Brass Research Association which is 
getting much extra circulation through theaters showing "Roman 
Scandals." 


VENIDA BOOSTS 
APPROPRIATION 


New York, Feb. 7.—The largest ad- 
vertising campaign in 12 years will 
be waged this year by the Rieser 
Company, Ine., maker of Venida 
beauty aids, Norvin H. Rieser, presi- 
dent, has announced. 

In addition to two radio programs 
on the Columbia Broadcasting Sys- 


tem and the National Broadcasting | 


Company, a list of popular woman’s 
magazines will be employed, using 
back covers and black and white 
space. The schedule will be much 
the same as a year ago. 

The campaign is designed to pro- 
mote the sale of Venida’s two most 
recent products, oil shampoo and 
waveset. 
year and on the basis of 1933 sales, 
an enlarged advertising program will 
be launched Feb. 10. 


° a, 
Sales last vear, owing to the addi- 


tion of the two products, were the 
largest for several years, an espe- 
cially encouraging sign because of 
the steady decline in sales of hair 
preparations during several preced- 
ing years, Mr. Rieser indicated. 


See Returns to Shampoos 


A return to use of shampoo prepa- 
rations is confidently expected by 
company officials, who declare that 
soaps used in their stead are giving 
way to the shampoo oils in the con- 
sumer’s efforts to avoid dryness, 
dandruff and other troubles incurred 
by the removal of natural oils dur- 
ing soap shampoos. 

Theme for the new Venida oil 
shampoo will be “never take the oil 
out of your hair.” For the waveset, 
the theme will be in question form: 
“How do you set your hair—water; 
gummy, greasy lotions or Venida 
waveset?” 

By radio, Saturdays and Sundays, 
the entire territory east of the Mis- 
sissippi will be covered, with a new 
personality, “The Voice of Romance,” 
being featured along with a noted 
orchestra. 

According to present plans, the 
company will spend $150,000 this 
year for advertising, an increase of 
50 per cent over last year. 
Advertising 


rence C. Gumbinner 


Agency. 


| 
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Both were introduced last | 


Venida | 
advertising is handled by the Law-| 


Copper Copy’s 
Movie Tie-Up 
Proves Value 


New York, Feb. 8.—Magazine cir- 
culation of the “Roman Scandals” 
page advertisement of the Copper & 
Brass Research Association this week 
and last is being augmented by many 
thousands of extra impressions at 
theater lobbies. 

Following the appearance of the 
copy in Saturday Evening Post and 
Time, the association began receiving 
requests for proofs. More than 50 
theaters have already been supplied 
and others are making requests at 
the rate of four or five a day. 

As the Eddie Cantor picture, a 
Samuel Goldwyn production, is just 
beginning its run which will continue 
for about two months, executives of 
the association anticipate a rather ex- 
tensive promotion of brass and cop- 
per plumbing and cooking utensils at 
theater fronts. 

Some theaters are blowing up the 
magazine copy for display in lobby 
easels. Others are using it in the 
original size in lobby picture frames. 

Surmounted by a vertically split 
drawing of “Eddius Cantorus” show- 
ing the actor half in modern and half 
in Roman attire with a piece of old 
copper pipe in one hand and 2a 
straight piece of new brass piping in 
the other, the advertisement treated 
in serio-comic manner his discovery 
of the reasons why he used copper 
and brass in his Great Neck, N. Y., 
home. 

Newell-Emmett Company, Inc., pre- 
pared the advertisement. 


Adds “Cosmopolitan” 


In addition to mediums mentioned 
in the Feb. 3 issue of ADVERTISING 
Acre, Peck Advertising Agency, New 
York, agency for B. T. Babbitt, Inc., 
will use Cosmopolitan in the new 
campaign on Bab-O and Wet-Me-Wet. 


Toepfer Is Space Buyer 

Carl A. Toepfer has been named 
space buyer for the Cramer-Krasselt 
Company, Milwaukee, succeedin&s 
Charles M. Daniell, who died 1ast 
month. 


Typographer Moves 


Walter Typographic Service, 12° 
New York, has moved to 240 W. 40th 
Street. 
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y% THE TRIBUNE was the only Chicago newspaper whic 
gained in total department store (loop and outlyinc 
advertising in 1933. The Tribune gained 406,813 line 
The combined loss of all other Chicago newspape) 
was 1,558,482 lines. 


ON THE BASIS of results, women’s wear departments of Loop (downtown) 
partment stores in 1933 placed 725,053 more lines of advertising in the 
pune than in any other Chicago newspaper. 


: Women get in the Chicago Tribune everything 
ley want in a newspaper. Their preference for Tribune 
ws and features has won for this newspaper the largest. 
ost responsive women audience in the Chicago market. 
eCduse of this the Tribune is the preferred advertising 
edium of Chicago department stores, specialty shops 
hd retailers as a group. If your advertising must click 
ith women, if you want volume sales with profit in the 
hicago market, concentrate in the Tribune. A Tribune 
Presentative will be glad to go over all the facts with you. 


% IN 1933, the upstairs departments of Loop (downtown) depart- 


~ +o 
J af C cf Tl ment stores showed their preference for the Tribune by giving it 
1,281,602 more lines of advertising than they gave to any other 


Chicago newspaper. 


THE WORLD‘S GREATEST NEWSPAPER 
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HE last day is almost here! If 

you have your reservation in 
our hands on or before March first, 
you can still buy Fawcett Women’s 
Group, with its circulation in- 
creased to 1,300,000 ABC (more than 
1,500,000 actually delivered) at the 
old rate, based on only a million 
circulation! 


And unusual as is this value on the 
surface, it is even greater when you 
examine deeper. For this Fawcett 
Women’sGroup circulation is grow- 
ing almost beyond our control, in 
huge leaps every month. Every 
month you are contracted for means 
a month of steadily growing circu- 
lation—an ever-growing circulation 
bonus. 

Every real ‘‘buy’’ in space is ac- 
complished when circulation is on 
the rise. Get this steady, solid 
growth, in addition to the startling 
value Fawcett Women’s Group al- 
ready offers. Remember, this 
growth is almost exclusively the 
product of newsstand demand; 
96.13% of Fawcett magazines are 
bought at newsstands, most of them 
in drug, department and variety 
Stores (where women go to make 
purchases). Write or wire for com- 
plete facts about the Fawcett 
Women’s Group, and to put in your 
reservation. BEFORE MARCH 
FIRST, REMEMBER! 


FAWCETT Wl PUBLICAT 


-- AND AFTER 
FEBRUARY 28! THIS 
OPPORTUNITY 


is GONES 


OFFICES AND ADDRESSES 


NEW YORK CHICAGO 


52 Vanderbilt Avenue 919 North Michigan Ave. 


MINNEAPOLIS LOS ANGELES SAN FRANCISCO 
529 South 7th Street 705 Bendix Building 1625 Russ Bldg. 
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NEW DRIVE FOR 
CATSUP STARTED 


Buffalo, N. Y., Feb. 8-—Snider 
Packing Company, Rochester, N. Y., 
which has done little advertising for 
some time, has launched a newspaper 
campaign in three large midwestern 
cities, and has under consideration a 
plan tor extending the drive still fur- 
ther. 

The campaign at present is cen- 
tered on but one of the company's 
many products—-Snider’s catsup. Ad- 


‘out plans for extension of advertis- 


| 


ing to other cities. 


Various Sizes Used 

Various sizes of advertisements are 
being used, all of them on the food 
pages of the newspapers. They range 
from five columns to 168 and 85 lines 
All of the layouts stress the catsup’s 
appeal to the masculine sex and are 
graced with photographs of smiling, 
contented males 

The papers being used are the Chi- 


cago Daily News and American, Mil- 
wenukee Journal and St. Louis Post- 
Dispatch. In the American, the 


| larger advertisements have appeared 


| 


vertisements are being run in after-! 


noon dailies in Chicago, Milwaukee 
and St. Louis, with a hookup with 
retailers which, salesmen report, is 
bringing results. 


Started in Chicago 


The company started its campaign 
in 1933, when it ran a series of ad- 
vertisements in Chicago papers. 
sults in Chicago were so satisfactory 
that it was decided to extend the 
advertising to the other two cities. 
Now Joseph A. Archbald, Jr., of the 
Buffalo office of Batten, Barton, Durs- 
tine and Osborn, Ine., which is hand- 


in two colors. 

For the local dealers, in connection 
with the advertising in those cities, 
the agency has designed posters and 
attractive display baskets. The bas- 
kets, of cardboard, will each hold a 


| dozen bottles of the catsup. 


| 


| 


ling the Snider account, is mapping | 


If and when the company will ex- 
tend its advertising to its other prod- 
ucts has not been definitely decided, 
it is said. At the present time, no re- 
sumption of national magazine adver- 


Re- | tising is under consideration. 


Sanders to Senet Press 


Ek. H. Sanders, an executive of the 
Shell Oil Company for more than 
twenty years, has joined the Sunset 
Press, San Francisco, in an executive 
capacity. 


Makers of Sprai 
Pick Adrian Bauer 


The Etna Chemical Company, Ltd., 
London, maker of Sprai, an insecti- 
cide, and Sprai, Ine., New York, 
United States maker of the same 
product, have appointed Adrian 
Bauer Advertising Agency, Inc., 
Philadelphia, to direct advertising. 

Radio, newspapers and trade pub- 
lications will be used in Canada and 
a newspaper campaign for eastern 
United States cities is being pre- 
pared. 


Four New Members 
Added to Mayers Staff 


Four new members of the staff of 
the Mayers Company, Los Angeles 


agency, are Harold Wright, formerly 
with Critchfield & Co., Chicago, edi- 
tor, copy staff; Harry Caldwell, for- 
merly with Phil Meany agency, Los 
Angeles, art and layout staff; 
Vivian Davis, formerly with Beau- 
mont & Hohman; and George Logan 


Price, who returns to the agency as | 


account executive after an absence 


of six months. 


. 
Starts Campaign 

The California Animal Products 
Company, whose advertising is 
handled by Emil Brisacher & Staff, 
San Francisco, has opened a drive in 
grocery trade journals and has added 
car cards to the present schedule. 


last year 


Ing out 
andscape : 

i 

Cash customer 


re ha 


Stening to 


HARDWARE AGE GAINS 
1934 Has Started Off With A Bang! 


JANUARY brought an increase of 11.4% in number of advertisers 


and 11.6% in number of advertising pages over the same month 


FEBRUARY continues and emphasizes the advance by register- 
ing an increase of 36.1% in number of advertisers and 50.5% in 
advertising folio over February 1933 
AND HARDWARE AGE starts the year with a further increase in 
circulation to 19,034 - the largest circulation in its field and within 


9% of the largest in its history 


HARDWARE AGE 


239 West 39th Street 


Charter Member of A. B.C. 


Charter Member of A. B.P. 


New York City 


ae 


“BISCUITECTOR” 


‘IS BACKBONE OF 
FLOUR CAMPAIGN 


‘Valier’s New Dainty Flour 
Makes Bow in South 


St. Louis, Mo., Feb. 8.—The “Bis- 
cuitector,” a unit for determining 
the merits of biscuits, is introduced 
in newspaper advertising released in 
Florida and represents the opening 
, wedge of the 1934 merchandising 
{campaign for Valier’s New Improved 
| Dainty flour, product of Valier and 
| Spies Milling Corporation, St. Louis. 
| The first copy is appearing currently 
|in Tampa Tribune, Orlando Morning 
| Sentinel and St. Petersburg Evening 
| Independent. 
| The schedule is planned to embrace 
144 key market newspapers as mer- 
'chandising activities are extended 
‘into Louisiana, Arkansas, Missis- 
|sippi, North Carolina, Georgia, Ala- 
bama, and Tennessee. Franklin Har- 
|grave, merchandising manager for 


-| Valier & Spies, and J. L. Baumann, 


| vice-president and sales manager, are 
|in charge of the campaign. Ferry- 
|Hanly Advertising Company, Kansas 
City, is the agency. 

The “Biscuitector” is a unit of four 
instruments developed in laboratory 
research for the purpose of improv- 
ing Dainty flour quality and to sup- 
ply a standard for measuring biscuit 
excellence. With it biscuits are tested 
for texture, volume, whiteness and 
tenderness. Tests made with it are 
strongly featured in the advertising. 


Offers Substitute 


A novel feature of the advertising 
is the offer of “any other flour free 

. if Dainty fails to win the ‘count 
test.’”’ 

The consumer is directed to “get a 
sack of Valier’s New Improved 
Dainty flour today. Bake biscuits 
with it tomorrow. Next day, bake 
biscuits with the flour you have been 
using. The third day, bake biscuits 
with Dainty again. Keep count of 
the biscuits you bake with each flour 
/and the number your family eats. 
That's the final test of good biscuits! 
/If your family doesn’t ‘clean up’ 
more of the Dainty biscuits, return 
the unused Dainty flour. Your grocer 
will give you a sack of any other 
flour absolutely FREE! We will pay 
him.” 

A book, “New Recipes for Dainty 
Dishes,’ which is offered free to 
readers, strikes an unusual note in 
having three types of recipes for each 
| “dainty,” one for inexperienced cooks, 
a second for experienced cooks, and 
a third for expert cooks. The recipes 
include those for cakes, waffles, bis- 
cuits, ete. The book is produced in 
rotogravure and is elaborately illus- 
trated. 


Complete Merchandising Layout 


In addition to the newspaper adver- 
_tising, the complete merchandising 
| plan for Dainty flour includes a syn- 
chronized mat service, a “4-Purpose 

Displayer” for counter and store dis- 
play, window, floor and counter 
|trims, the recipe book, and a guar- 
antee of replacement to the dealer if 
any making the “Count Test” should 
return Dainty flour. 

Another aid to dealers is the third 
piece of copy run in each city, which 
will include a list of local dealers 
handling the flour. The company 
| bears the entire cost of this adver- 
tising. 

The “Biscuitector,” as developed in 
Valier’s laboratory research, was em- 
ployed in experimentation with 136 
different blends of flour, by which it 
was proven to the satisfaction of the 
company that a certain new blend, 
milled from three distinet varieties 
of soft wheat, produced the ideal bis- 
cuit as far as tenderness, texture, 
color and volume were concerned. 
This blend, known as No. 8, became 
the company’s New Improved Dainty 
flour. 
| Not satisfied with the results of 
‘these tests, the company says to the 


DEVICE APPEARS ~ 


NOW! the BISCUITECTOR 


NEW 


PROVES THIS New DAINTY FLOUR 
BAKES The MOST PERFECT BISCEIT 


Me More Argument Now! NEW IMPROVED 
DAINTY Wins Every Biscuitector Test Against 
the South's Favorite Flours . . . 
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DAINTY FLOUR] 


The "Biscuitector" proves Valier's 
Dainty flour makes the best bis- 
cuits, this newspaper copy running 
currently in the south contends. 


consumer, in the language of the re- 
cipe booklet: 

“The Biscuitector settled the scien- 
tific question of which flour bakes 
the most perfect biscuit. But that 
leaves an immeasurable point of qual- 
ity that can’t be ‘scored.’ It is 
TASTE. That is why the ‘Count Test’ 
was created.” 

So far no requests for return of 
Dainty flour and replacement by a 
competing flour have occurred, it is 
reported by those in charge of activi- 
ties in Florida. 


Store Executives 
Conduct Classes 


A number of Chicago department 
store executives will act as college 
professors this spring at the McKin- 
lock school of commerce at North- 
western University. 

Those who will teach retail mer- 
chandising are Elmer Stevens, presi- 
dent, Chas. A. Stevens & Bros. Com- 
pany; Kenneth Barnard, manager of 
the Better Business Bureau; G. R. 


Scheaffer, advertising manager, 
Marshall Field & Co.; Elmer Wie- 
boldt, general manager, Wieboldt 
Stores; 


D. F. Kelly, president, The Fair: 
N. K. Patton, district manager, Mont- 
gomery Ward & Co.; and Mrs. Cori 
Conner, personnel director, Carson, 
Pirie, Scott & Co. 


Start Sales Agency 


King & Andrews, Inc., an organi- 
zation to handle sales of automotive. 
hardware and mill supply products. 
Hanna Bldg., Cleveland, has _ been 
formed by B. J. Andrews and John S. 
King, who was formerly associated 


with King & Wiley & Co., Weather- 
|head Company, Cleveland, and John 
|S. King Company. 


Niessen Appointed 


L. P. Niessen, who has been 34 
member of Cutler-Hammer’s adve'- 
tising staff for several years, lha- 
been named to direct the advertis 
ing of the Milwaukee company. Mr. 
Niessen is president of the Milwau- 
kee Association of Industrial Adver- 
tisers and a director of the National 
Industrial Advertisers Association. 


Appoints Fensholt 


Advertising of the American Phe 
noliec Corporation, Chicago, custom 
molder of phenolic products and 
molded radio parts, has been placed 
with the Fensholt Company, Chicage 
Trade papers and direct mail wil! be 
used. 


Agency Changes Name 

Smith, Schreiner & Smith, Inc. 
Pittsburgh agency, has changed its 
name to Smith, Hoffman & Smith. 
Ine. This action involves no change 
in personnel. 


John Lunstued Dies 


John R. Lunsford, former manag: 
ing editor of the San Antonio Er 


press, died at his home in Temple. 
Texas, Feb. 4. He was 76 years olf. 
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ADVERTISING AGE ‘ 15 


AUTOMOBILE TRADE JOURNAL, 
like the automotive industry, is Out 
of the Woods! 


In a strong financial position—it is 
going places and doing things— 
and here are some of the things: 


CIRCULATION: Now over 55,000 PAID. 
On the way to 60,000. No Arrears. 


ADVERTISING: GAINED in advertising 
volume in 1933 over 1932. Not many did. 


ADVERTISERS: ‘“A.T. J.” has now—and 
always has had—MORE AUTOMOTIVE 
ADVERTISERS than any similar publication. 
That's easy to check. 


COVERS: Smashing NEW color covers, 
beginning in April. 


It's always interesting and profitable to keep step with the leader. 


AUTOMOBILE 
TRADE JOURNAL 


A CHILTON PUBLICATION 
Chestnut and 56th Streets, Philadelphia, Pa. 
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ADVERTISING AGE 


A. TOP FLIGHT salesman, 44 years old, 
but with the vigor and energy of a 
2-year-old, seeks new connections with 
reputable manufacturers who want to see 
results, not promises. 


His record of accomplishments over 
recent years is an enviable one. He has 
letters from executives of each of the fol- 
lowing manufacturers testifying to the 
accuracy of each of the following facts: 


1 In a disastrous year in the shoe business he took 
on a line of fine, but high-priced Arch Preserver 
Shoes for E. T. Wright & Co., Inc., Rockland, 
Mass., and justified —in actual sales—a six months’ 
income of $10,824. 


2 At the same time he was asked to promote travel 
to New England for the New England Council, 
Boston, Mass. In one season his efforts resulted 
in $919,142 worth of business for New England 
merchants. His charge for this service was just 
$3520 (a commission of less than 12 of 1%.) 


——4q 3 He has sold several 
x 2 diferent makes of motor 
cars and trucks and 

} PAL ASS has consistently shown 
= sath) mie better results than sales- 
—— s artis men receiving double 


iia TT triple his wage. 

4 Of seven top-notch salesmen employed by the 
American Optical Company, Southbridge, Mass., 
to sell Ful-Vue Frames in 1932, he led in number 
of prospects interested, and accounted for 1.29 
sales per prospect. 


5 For the American Safety Razor Corporation, 
Brooklyn, N. Y., he ranked among the leaders 
in unearthing prospects for the new Gem Micro- 
matic, and turned in 166 new users for every 
100 prospects. 


6 In one year of selling salt mackerel for the 
Frank E. Davis Fish Company of Gloucester, 
Mass., he never once © 0 

failed to exceed a stiff 


quota, averaging 25% SIR 


above quota forthe year, ae 


. ct cP we ~~ a 
and one month going as — 
highas55% above quota. ee 


These are but a few highlights in the 
work he has done, and is doing. His 
experience is limitless — from mackerel 
to motor cars, from furniture to fire 1n- 
surance. To both men and women he 
has sold products for the home, the 
office, the car, and for personal use. 


His method of selling will interest keen 
sales executives. He calls on selected 
families with high incomes. He drops 
from his list prospects who cannot buy, 
calls on prospects with money to spend. 
18.9% of his customers have incomes 
over $5000 annually. 56.1% of his 
customers have incomes over $3000 
annually. 


His buyers influence the buying of 
others. 53.9% of them are executives or 
professional men. For reference he asks 
that you write to Dr. Daniel Starch, who 
has made the only intelligent study of 
salesmen in his field. 


He covers an astounding amount of 
territory, efficiently and at remarkably 
low cost. He will call on 1,000,000 
families twelve times a year for $28,800. 
Or six times a year for $14,400. For 
every dollar he charges, he calls upon 
417 families. (By contrast, Time, a 


young contemporary of his, calls on but 
270 families per dollar. ) 


At the present time he is busy produc- 
ing sales for many leading manufac- 
turers, but can handle a few more lines 
effectively. 

* 


If you are interested in a salesman who 
can point to actual dollars-and-cents 
results, write, wire, or telephone The 


Literary Digest, 354 Fourth Avenue, 
New York. 
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ADVERTISING AGE 


February 10, 1934 


G.M.HITCHCOCK, 
PUBLISHER AND 
SENATOR, DEAD 


Refused to Let Creditors 
Dictate Policies 


Omaha, Neb., Feb. 7.—Omaha paid 
its last respects today to a favorite 
son whose talents burst the bonds 
which held him to his first love, the 
newspaper field, and won him na- 
tional acclaim as a statesman and 
constructive thinker. He was Sena- 
tor Gilbert M. Hitchcock, publisher 
of the Omaha World-Herald, who died 
in Washington early last Saturday 
after a brief illness of heart disease. 

Senator Hitchcock, who was 74 
years old, made an outstanding rec- 
ord as a newspaper publisher, but it 
was eclipsed by the services he ren- 
dered as a leader in congress, both 
during the stirring war days and 
later. He held the distinction, among 
others, of conducting through the 
senate of the United States, in April, 
1917, the fateful resolution declaring 
that a state of war existed between 
the United States and Germany. 

Senator Hitchcock became a pub- 
lisher at the age of 26, launching 
the Evening World on Aug. 23, 1885, 
with three associates. The World 
was a four-page paper and seemed 
destined to die in infancy. Senator 
Hitchcock’s partners soon decided to 
seek their fortunes in more fertile 
fields, and the youthful publisher 
bought the stock as it was thrown 
on the market, block by block. 


Looked Ahead 


When the Evening World acquired 
the Morning Herald in 1889, it was 
probably because the publisher had 


NOTABLE CAREER ENDED 


Gilbert M. Hitchcock 


discovered, like many others in the 
same position, that there was only 
one way to look—ahead. At that 
time the Evening World was losing 
money at the rate of $1,000 a month, 
and the purchase indicated the possi- 
bility that the loss might be doubled. 

Senator Hitchcock went ahead with 
his deal, however, publishing the 
World-Herald as a morning, evening 
and Sunday paper. He soon discov- 
ered that all of the dire potentiali- 
ties which loomed in the offing were 
fast being realized, and only substan- 
tial bank credits made it possible for 
the publisher to weather the near- 
panic then sweeping the middle west. 


Maintained Independence 


Another kind of threat shortly 
made itself felt, when Hitchcock’s 
paper championed the cause of Wil- 
liam Jennings Bryan, apostle of free 
silver. The publisher was invited 
to drop in at the bank which was his 
chief creditor, where he was informed 
that unless he reversed the policy of 


Nothing promotes a sale quicker than 


common 


interests. 


More than a 


quarter of a million substantial families 
every month consult PHYSICAL CULTURE 


for advice upon their Personal Problems 


---health, hygiene, food, cosmetics, 


child care. 


These folks are seeking 


solutions for particular problems and 


needs. They are 


in a buying frame 


of mind. Consequently, your copy 
in PHYSICAL CULTURE, the Personal 


Problem Magazine, is guaranteed the 
“Right Ad-Atmosphere for quick 


sales . 


dol 


his paper, the property would be 
taken off his hands. 

“Gentlemen,” Mr. Hitchcock is said 
to have replied, “I do owe this bank 
money, but I am the publisher of the 
World-Herald. As long as I am the 
publisher I propose to run my own 
newspaper. If you are determined, 
as you say, come and take it away 
from me and then you can run it to 
suit yourselves.” 

This statement either convinced 
the bankers that Mr. Hitchcock knew 
the newspaper business and would 
succeed, or commanded their admira- 
tion because of its audacity. In any 
event, the loans were not called, the 
bank continued to lend Hitchcock 
enough money to finance his busi- 
ness, and eventually the tide turned. 

In 1902, Mr. Hitchcock was elected 
to congress and thereafter was not 
long absent from this august body. 
He served three terms in the house 
and two in the senate. 

His absence from Omaha suggested 
the idea of having an organized ad- 
ministration of the World-Herald and 
a board consisting of five executives 
was created for this purpose. Re- 
cently this board has been comprised 
of the members of the board of di- 
rectors of the World Publishing Com- 
pany: Henry Doorly, son-in-law of 
the late Senator and business man- 
ager of the paper; H. E. Newbranch, 
M. B. McNab and W. R. Watson. 

Senator Hitchcock is survived by 
his widow and two daughters. 


Many Pay Tribute 


Tributes to Senator Hitchcock by 
leaders in political, social and pub- 
lishing circles throughout the coun- 
try, including President Roosevelt 
and several members of the cabinet, 
poured in as news of his sudden 
death became known. 

Among prominent publishers who 
deplored his passing were Frank B. 
Noyes, president, Associated Press; 
William Randolph Hearst; Frank 
Knox, Chicago Daily News; Frank E. 
Gannett, Gannett Newspapers; James 
M. Thomson, New Orleans Item-Tri- 
bune; Roy Roberts, Kansas City 
Star; Josephus Daniels, and Senator 
Carter Glass. 


Buster Brown 
To Return to 
Comic Pages 


St. Louis, Mo., Feb. 8.—Buster 
Brown and his dog Tige, once prime 
favorites of America’s comic strip 
readers, but now long absent from 
the ranks, will return to their favor- 
ite location Feb. 18 when they will 
appear in full page, full color space 
in the comic sections of 66 Sunday 
newspapers, including the group of 
17 which make up The Comic Weekly. 

Under the sponsorship of Brown 
Shoe Company, the famous comic 
strip characters will extol the merits 
of Buster Brown shoes for children, 
and invite children to send in a 
Buster Brown or Brownbilt shoe box 
label, for which four magic presents 
will be given. 

The strip itself, in typical Buster 
Brown fashion, will depict the thrill- 
ing story of Buster’s capture of a 
bogus count, the moral being that he 
could run faster than the count be- 
cause Buster wore Tread Straight 
shoes. 

The page will also invite member- 
ship in the Brownbilt Club, a local 
promotion plan which the company 
has operated for many years. 

A similar advertisement in Sunday 
comic sections is scheduled _ for 
March 18, and a third for late in 
April or early in May. 


Manufacturer Picks Sun 

Spicer Mfg. Corporation, Toledo, 
maker of universal joints, transmis- 
sions, clutches, shock absorbers, and 
other automatic parts, has appointed 
Sun Advertising Company, Toledo, 
to handle its advertising. Automo- 
tive trade papers and direct mail will 
be used. 


Graduate Group Moves 

The Graduate Group, Inc., publish- 
ers’ representative to national ac- 
counts using college alumni maga- 
zines, will move to the R. C. A. Build- 
ing, Rockefeller Center, New York, 
ahout Feb. 21. 


—— 


Getting Personal 


Walter L. Dunlap, president of the Klau-Van Pietersom-Dunlap 
Associates, Inc., has been elected president of the Milwaukee chapter 


of the Isaak Walton League. 
Norman Rose, of Christian Science 


In other words, he’s a fisherman. . 


Monitor, has just moved into the 


magnificent new offices of the advertising department in the new build- 
ing in Boston. They’s almost too beautiful for a hard-working advertis- 


ing man... 


Alexander Thomson, president of the Champion Coated Paper 
Company, is the new president of the Ohio Chamber of Commerce. . 
Powel Crosley, Jr., head of Crosley Radio Company and Station WLW, 


is one of the new owners of the Cincinnati Reds. 


of his hobbies. . . 


Aviation is another 


Harry D. Adair, president of the Metropolitan Advertising Com- 
pany, is the new illustrious potentate of the Salaam Temple of Newark, 
He is a thirty-second degree Mason and is vice-president of the Hud- 


son County Shrine Club... 


On his recent trip to Bermuda, Walter J. Daily, of G-E fame, 
recalled his war days on a U. S. destroyer in the same waters. . 
Lt. Col. J. B. MacLean, who recently became chairman of the board of 


the MacLean Publishing Company, 


Toronto, commented at that time 


on the fact that his house is the largest business publishing institution 


in the British Empire. . 


Walter H. Girdler, head of the Louisville Herald-Post, recently lost 


his country home near Shelbyville, 


Ky., by fire. . . Charlie Rohrbach, 


art director of the Larkin Company, is one of the most versatile chaps 


you ever saw. 
Col. 


He sculpts, carves 


in wood, paints and sketches. . 


Robert R. McCormick, editor and publisher of the Chicago 


Tribune, will continue to spell his name that way, reports to the 


contrary notwithstanding. 


. . Arthur Bergh, of Lennen and Mitchell, 


has been in San Francisco working on the Old Gold radio program 


which started Feb. 7... 


Fred Hamm, Thomas H. Reese 
a business trip to Europe, confirms 


vice-president, just returned from 
the oft-heard rumor that there are 


more pretty girls in one block on Fifth avenue than in all of Paris. . 
Carl Eastman, Ayer’s west coast manager, is a happy passenger on 


the Malolo, bound for Honolulu. . . 


Dwight Foster, g. m. of the V 


ogue Pattern Company, which he 


tounded with Conde Nast 17 years ago, is the axis on which turns the 
M. A. G. A. A great organizer, Dwight also finds time to sing bass in 
the golfers’ quartette to Paul Cornell’s baritone and Larry Bennett's 


tenor. 
corner... 


The second tenor is any unlucky fellow Dwight happens to 


“Stew” Peabody, the Borden Company, is credited with the observ- 


ation, “All I have I owe to udders.” . 


. Bill Murray, Hudson Advertising 


v. p., is a fiscal expert and a connoisseur of fine liquors. . . 


Harry Wallis, Ayer’s southern representative, is nursing a bad cold 
as the result of having left warmer climes for New York last week. 
He’s working on four “sure cures” at his quarters at the New Yorker. 
.. Hugh O'Donnell, retired assistant business manager of the New York 
Times, is planning a trip around the world with a long stop-over in 


Russia. .. 


Walter Jones, a. m. of the United States Lines and its many affili- 
ates, has a boat deck office from which he could watch ships in the 
harbor come and go—if he had time. .. Paderewski, one of the Thomas 
H. Reese art directors, whose startling covers for Liberty are con- 
cocted of everything from sealing wax to cotton-wool, has solved the 


problem of conversing when speechless with a cold. 


“Paddy” ties a 


pad around his neck on which he scribbles hieroglyphic messages to 


his fellow workers. . . 


Frances White, helpful J. W. T. receptionist, is infectiously happy 


these days. 
bigger and better things, among 


Her husband, Henry Rood, the portrait painter, is doing 


them the portrait of William S. 


Knudsen, executive v. p. of G. M., reproduced in Forbes. . 


Sanford Ullman, son of Maxwell L. Uliman, remains with the Peck 
Advertising Agency, the firm his father just left, where he will uphold 


the family traditions in the agency field. 


other matters for Peck. . 


He handles publicity and 


. Edward Gustave Jacobsson, until recently 


assistant art director of Cosmopolitan and before that with Young & 
Rubicam, Federal and McCann-Erickson, has an exhibition at the Mor- 


ton Gallery until Feb. 17... 
Mrs. “Mac” ‘Artzt, wife of the 


Hanff-Metzger writer and amateur 


photographer, is a dancer with the Ruth St. Denis group. . . George 


Borst, who has been with Albert 
years, had practically every travel 
one time. 
cation personally... 


Frank-Guenther Law for some 25 
account in New York cornered at 


A v. p. now, he still handles some of his favorite classifi- 


Burt Lowe, a. m. of Industrial and Engineering Chemistry, was in 
such a hurry the other day to reach a hot prospect that he snapped 


his gear shift lever about three inches above the floor. 


on, though. 


He kept right 


.. The fascinating brunette your eyes linger on when you 


call at the New York offices of Electrical Dealer is the daughter of 
Frank Watts, v. p. Her name's Aileen... 


John Jennings, art director of Erwin, Wasey & Co., Chicago, 


makes a hobby of unusual games. 


One of the stunts in which he is 


proficient is throwing a playing card in a hat placed ten feet away. We 
hate to tell you how many of the 52 in the deck Mr. Jennings threw in 


on a recent test... 


Stanley R. Patterson, Chicago artist, was presented with a lovely 


daughter, 
“Quits.” . 


his second, in 


January 
. Not satisfied with a hearty handshake from Henry Ford 


. Mr 


Patterson nicknamed her 


during the recent pre-view at Dearborn, Mich., Ernest Roscher, of the 
western staff of St. Louis Post-Dispatch, asked Henry for his autograp!! 


and got it. 
Erwin, Wasey & Co., Chicago, 


a few outsiders are permitted to join. 


Ernest collects ’em for one of his two sons... 


have a unique organization whic! 
It is called the “Brass Balls. 


membership being confined to one man from each department. !t 
seems the members wear brass knucks at the Friday luncheons. !t’s 
too bad if one of them doesn’t like the menu... 


———————— —— 


With Procter & Collier | 


John Malcolm Alden, formerly in. 
charge of sales promotion for the| 
Carnation Company, has_ resigned | 
from the staff of Alonzo Fowle &| 
Associates, Milwaukee, to join the | 


Robert Adams Injure 


Robert W. Adams, business mat 
ager of the “Adcrafter,” official mas® 
zine of the Detroit Adcraft Club, is 
in a serious condition at Henry Ford 
Hospital as the result of injuries sU* 


Procter & Collier Company, Cincin-| tained in an automobile accident last 


nati, as account executive. 


| weekend. 
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SEES NEED FOR 
UTILITY SALES 
OF APPLIANCES 


“It's Our Job,” Says Gas 
Company Head 


Philadelphia, Pa., Feb. 5.—-The gas 
industry should increase its adver- 
rising, and if any legislation affecting 
the selling of appliances by public 
utilities is passed, it should rather 
require utilities to sell tested appli- 
than prohibit such sales, J. 
French Robinson, vice-president, 
Peoples Natural Gas Company and 
Columbia Natural Gas Company, 
pittsburgh, told the Pennsylvania 
Newspaper Publishers Association at 
its annual banquet here Saturday. 

| think it imperative that the 
natural gas industry increase its ad- 
yvertising, and make every effort pos- 
sible to increase its sales,” Mr. Robin- 
son declared. “I believe the indus- 
try should be criticized for doing too 
litle advertising rather than for 
doing too much. We have been too 
ready to assume that the public knows 
all about the efficiency, cleanliness 
and other merits of natural gas. As 
a result, we may have lost to compe- 
tition much more of our business 
than we should have lost.” 

Admitting that the gas industry 
has been much criticised for selling 
gas appliances and “competing with 
retail merchants,” Mr. Robinson said 
that “the only answer to that is that 
we must take the lead if it is to be 
done at all. Our continued existence 
depends upon keeping present con- 
sumers on our lines and adding new 


” 


anees 


ones, 
Utility’s Job 


“Appliances must be sold to re 
place obsolete models and to make 
possible new uses of natural gas, such 
as today’s refrigerator and tomor- 
row’s air conditioning system,” he 
added. “It is imperative that we see 
that our customers have the most 
up-to-date and efficient appliances, for 
the value of gas service is judged by 
appliance efficiency. 

“A gas company has a sustained re- 
sponsibility to a consumer to whom 
it sells appliances, for the company 
is especially anxious to see that these 
appliances are efficient. If they are 
not, the company stands to lose a gas 
consumer to a competitive fuel. Your 
sas company not only has a respon- 
sibility of service but of safety. 

“We are compelled to meet all 
forms of competition on the articles 
mentioned which are backed 
hy the most extensive program of ad- 


above 


vertising. Independent merchants 
cannot be expected to sell only 
natural gas appliances. Merchants 


are just as willing to sell coal fur: 
naces as they are to sell gas furnaces 
and just as willing to sell electric re- 
trigerators as gas refrigerators. They 
wre sensible enough to carry what 
the customer wants. It is up to us 
to make the customer want gas appli- 
ances, 

“It seems to me that an impartial 
vnd unprejudiced analysis of this 
question would suggest that the pub- 
lic interest would be far better 
served by legislation compelling utili- 
lies to merchandise tested appliances 
suarantee of satisfactory con- 
sumer service and safety, rather than 
') prohibit them from merchandis- 
l! , 
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Named for West Coast 


MC. Mogensen Company has taken 

“er representation of the Honolulu 
‘u-Bulletin on the Pacific coast. 
‘te Alcorn Company continues to 
repre seht it in the eastern territory, 
‘lehiding New York and Chicago. 


Henry with Waldron 


ne ‘ig J. Henry, formerly with Pratt 
Ady vrea, has joined L. H. Waldron 
chant tising Agency, New York, in 
ine ist, the radio division special- 
oar, ‘in dramatizations for national 
“Zone sponsorships. 
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Unusual newspaper advertising for 
Hills Bros. coffee, which is directed 
specifically to men. It appeared 


| on sports pages. 


Traton Wayne 


Opens Office 


| 


New York, Feb. 8.—Scheduled orig- 
inally to close Feb. 1, the private 
exhibit of 30 sample window displays 
demonstrating possible uses of a new 
paper product by national advertis- 
ers will become a permanent New 
York office of Traton Wayne Studios, 
Inc., Detroit, according to James E. 
Stickney, vice-president. 

Sales and designing will be done 
here under direction of Mr. Stickney, 
who for 15 years was associated with 
Ferry-Hanly Advertising Company, 
Kansas City, and Le Roy Kiefer, pre- 
viously with Albert Kahn & Co., De- 
troit architects. 

Manufacturing of displays of the 
new material will be done at Detroit, 
where the organization was formed 
last fall. R. V. Wayne, who operates 
a Detroit window display installation 
service with branches in 22 cities, is 
president. 

Traton Wayne’s New York office 
will deal only with national adver- 
tisers and their agents. The firm has 
exclusive rights to sell the new Hinde 
& Dauche Paper Company product in 
this field. 

Economy in use of the new product 


are stressed. It is offered as a substi- 
| tute for crepe paper, eliminating time 


|spent in installing crepe. The wide) 


and availability of any desired color | 


| In New York 


| range of color is obtained by printing | 


| the exposed surface before applying 


Coombs and Wood 


Get New Positions 
Good Housekeeping has appointed 


manager and Benjamin Wood field 
promotion manager in charge of 
dealer contacts. 


Publications for 14 years, the past 
five in charge of their Detroit office. 
Previously he was with The Outlook. 
Photoplay and The Scientific Ameri- 
can. 

Mr. Wood, formerly with Scripps- 
Howard’s Cincinnati Post and Cleve- 
land Press, and Curtis Publishing 
Company, will have his headquarters 
in New York. 


Podeyn Joins Reese 


vice-president of Thomas H. Reese & 
Co., Inec., New York. Active in the 
agency field 
joined George Batten Company and 


ager for Batten, Barton, Durstine & 
Osborn, Ine., he previously engaged 
in radio sales promotion work during 
broadcasting’s pioneering era. 


Schwinn a Vice-President 


S. J. Schwinn, formerly on the 
copy staff of Ruthrauff & Ryan, Inc., 
New York, has been appointed vice- 


president of Cecil. Warwick & Cecil, 
Inc., to supervise plans and service. 


George J. Podeyn has been made | 


since 1927 when he} 


| to the board base, a patented process. | 


| 
| 


E. T. Coombs Detroit advertising | 


Mr. Coombs was with Conde Nast | 


; ' | 
later became radio promotion man- | 


t. 
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WANTED..:! 


AN INVITATION TO LUNCH FRIDAY 


Now don’t go and take that too literally. (We tried it. No dice.) The 
idea is simply this. The Sweet Young Thing pictured above merely rep- 
resents one of the 1,300,000 readers of the Romance Group of Magazines, 
most of whom each week along about Friday A. M. get themselves flat 
broke. Not because they never have money .. . but because they spend it 
—prodigiously—enthusiastically—with a flair and abandon that would make 
a drunken sailor look like a Scotch Landlord. 


$26,000,000 is a conservative estimate of their monthly expenditures for 
upkeep—purely personal. 


For what? For the things they like, that you make—that they see 
advertised in their favorite magazines. So—while the Lady above may or 
may not eat next Friday, she WILL own that new lipstick or whatever else 
She has set her heart on. Is it any wonder, then, that the Romance Group 
invariably pulls its head off on keyed copy or mail order sales—as most any 
coupon seeking advertiser will tell you. 


THE ROMANCE GROUP INCLUDES 


True Romances 459,281 Current Circulation 
True Experiences 317,000 Current Circulation 
Love and’ Romance 161,312. | Current Circulation 
Movie Mirror 300,000... Current Circulation 
Radio Mirror 100,000 __. . Guaranteed 
Total 1,337,593 


AND REMEMBER—THERE'S NO DEALER INFLUENCE LIKE DEMAND. 
THE ROMANCE GROUP CREATES IT... AT LOW COST 
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ADVERTISING AGE 


flaunts the claim of 99 and 44/100 | 
ie cent of purity. 
Some of the newspaper copy runs) 
600 lines. In it, the expressions, 
| “whisker dirty” and “creamed lather” 


SUCCESS ANGLE appear frequently. One of the major 
sales arguments is that the new 
cream swells each whisker to twice 

ON SHAVE CREAM |its normal size, forcing it to stand 
upright and take a right-angle cut 


from the razor. 
Sampling is used in conjunction 
with the newspaper copy. Small 


Punch t 
Professions Lend une 0 tubes of the gardenia-scented prepa- 
New England Drive |ration are being distributed in Bos- 


|ton and other New England cities by 
representatives at offices and other 


New York, Feb. 8.-How a “whis-| places where influential shavers may 
ker-dirty face’ can spoil successes | he found. 
i vario followings and how P 
ceo Ms . ; Professionals Talk 
creamed lather” puts the elusive 


stubble on the spot for a complete In the occupational advertising, 
mowing down is told in the adver-| which features the “whisker-dirty 
tising which is heralding the intro-| face,” the general appearance of the 


duction of Ivory shaving cream by 
Procter & Gamble in New England. 
The cream, which brings the mak- 
ers of Ivory into 
petition, like 


layout bears little resemblance to the 
usual run of shaving cream copy. 
Success as an objective is the back- 
a new field of com-| ground thought, and testimonials of 
its fe 


lof an all- day, 


anonymous automobile salesmen, den- | 


tists and actors stress the importance 
clean-shaven face in 
daily contacts with client, patient or 
audience. 

Beneath the caption in this copy 
appears a photograph depicting the 
principal in typical action. The wo- 
man angle is stressed. The automo. 
bile salesman, for example, notes that 
since women are playing a big part 
in car purchases, he must be extra 
-areful of his personal appearance. 

Three boxed paragraphs under the 
picture tell an action shaving story, 
starting with the morning shave and 
continuing in testimonial style. For 
example, the actor says: 

“We actors can’t be too particular 
about our morning shave. Trust the 
camera to show up any whisker 
patches the razor misses! 

“My face stays smooth and clean- 
shaven all day—that’s why I cheer 
for Ivory shaving cream. 

“My face is ready for the terrific 
test of a close-up under the Klieg 
lights—even if it’s hours since I 
shaved.” 

Another type of copy being used in 


beautifully-printed sales message sometimes can get 


by without an idea—but printed advertising that just “gets by” 


isn’t our definition of successtul advertising. That's why, in our 


business of producing printed advertising material, we take as 


much care with its planning as we do with its journey through 


Our art department, engraving department, and press room. 


Perhaps i's because we furnish better ideas as well as better 


engraving and printing that our c 


able. Or it may be that they 


their ideas more 


effective. 


ients find our services valu- 


find our forceful presentations of 


We'll be glad to send you 


specimens — or help you with your next printed piece. 


There 


% Ideas—a part of the com- 
plete service offered by 
Rosenow Company to adver- 
tisers who desire creative assist- 
ance in the preparation of their 
advertising material. This ser- 
vice includes: merchandising 
plans, copy, layout and illus- 
tration, photography (black 
and white as well as color), 
photo-engraving and gravure 
plate-making, printing in letter- 
press and sheet-fed gravure. 


s an ideal 


340 West Huron Street, Chicago, Illinois 


NEW IVORY APPEAL 


“No dentist can afford 


A WHISKER-DIRTY 
FACE” 


Creamed Lather 


in Ivory Shaving Cream 


keeps your face clean-shaven all day 


Once you see the quick lather Ivory 
piles up on your brush, once you feel 
that lather on your face, you'll know 
you're in for a new kind of shave. And 
you're right 

Creamed lather in Ivory Shaving 
Cream works on a new principle. It's 
fast, it's new, it’s different. Creamed 
lather lies close to your face, penetrates 
quickly to the base of your beard —then 
actually swells your whiskers to twice 
normal size! This makes each whisker 
stand up—right in the peth of your 
razor. If your razor is keen, it just 
can't drag or scrape it just can't 
miss any patches. Your razor meets 
each whisker at just the right angle for 
a quick clean sweep 

Afterward? There's a surprise too 
Your face will stay clean-shaven longer, 
and feel smooth and pliant all day 
Ivory Shaving Cream is made by peo 
ple who know what men want, the 
makers of men's favorite beth-soap— 
Ivory Soap. Make your discovery to 
morrow morning — get your tube today! 
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Made by the Makers of Ivory Soap 


ciple in shaving, 
the point. 


and copy dwells or 


before and after left and right sho 


The Blackman Company 
ling the shaving cream campaign. 


BREAKS INTO VERSE 


m -VITE dln mahe 
you feel human 
again! 


*Yeast and Vitamins compounded in 
this easy-to-take tablet is good for 
acidity—tones the stomach—relieves 
headache—soothes nerves—and is an 
excellent pick-me-up. Quite a combi- 
nation and it’s safe. Never harms the 
heart—non-fattening. At all druggists. 
15¢ and 35¢. 


YEAST-VITE (U.S. A.) INC. 
Niagara Falls, N. Y. 


YEAST-VITE 


COMPOUNO TABLETS 


A versified attack on the hangover 
market is this newspaper copy for 
Yeast-Vite tablets. 


Top illustration is divided into a 


is hand- 


NEW CAMPAIGN 
ON BEECHALAX 
IN NEWSPAPERS 


Taste and After-Action Are 
Major Themes 


New York, Feb. 
duction of a 
candy type, 


8.—With the intro. 

new product of the 
Beechalax, Beecham’s 
Pills, Inc., long a leader internation. 
ally in the straight medicinal laxa- 
tive field, is undertaking to expand 
its American market and has started 
advertising in certain parts of the 
country. 

Copy varying from 160 lines to 28 
is running in newspapers in the mid. 
dle Atlantic states as far south as 
Washington and also in spots on the 
Pacific coast, notably in California, 
The tentative plan is eventually to 
spread the campaign over the entire 
country. Atherton & Currier, Inc., is 
in charge. 

Because of the reputation which 
Beecham’s Pills advertising and 
product have built over many years, 
introduction of the new candy laxa- 
tive to the trade did not await con- 
sumer advertising. Salesmen have 
been successful in placing it in drug 
stores throughout the country. Some 
sampling has been done _ through 
stores which stocked  Beechalax. 
Boxes and envelopes are used. 

In developing the new laxative, 
which is formulated on a European 


basis, Beecham’s “started from 
Typical copy — newspa- scratch,” giving special consideration 
“ to the fact that during the past few 
per campaign for Ivory shaving | years a strong demand for candy- § 
cream. type constipation remedies has de- ) 
= Se == | veloped. 
the introductory campaign in New Taste Is Stressed 
England is developed around the a ee oe a 
theme that “you can’t shave a faith is winced tn its fr peer i a 
whisker when it’s down.” “Creamed PI oht! li sags dee eee 
lather” is presented as a new prin- henophthalien is present, but its 


taste is covered by a raspberry flavor. . 
A pinkish color further emphasizes 
the pleasantness of taste. Considerable 
t time was spent in experimenting to 
obtain the right dosage and assure 


1 


of the same smiling face. A diagram - , , 

beside the copy illustrates the uniformity under regular Production a 
straight cross cut cbtained without schedules, and these points are 4 
pull or scrape when whiskers are briefly covered = the copy. : aa 
vi pets pos Laxative taking is made still more 7 


enjoyable by suggesting its similarity 
to candy by employment of the term, 
“pastilles,” which is used by some 
candy makers in their advertising. 

The copy stresses another point, 
the inclusion of a secret food ele- 
ment, the nature of which is not 
revealed, which provides a secondary 
reaction that promotes’ regularity 
long after the initial laxative effect 
has passed. 

Copy appearing in newspapers 
plays up the fact that Beechalax is 
“new,” a product “in step with 1934.” 
In some of it, particularly the small- 
est advertisements in the series, the 
slogan, “Best bet is Beechalax,” ap- 
pears. Mildness, quick and more 
effective relief are the principal 
appeals. 


After Jitters Market 


New York, Feb. 8.—In the new 
newspaper campaign for Yeast-Vite, 
a product of Beecham’s Pills, Inc. 
for relief of headache, indigestion 
and “nerves,” humorous copy treat 
ment versifying the return to nor 
malcy after nights spent on nips, 0! 
larger draughts, is given 3ome of the 
small advertisements, while # 
straight “pick-up” appeal for me! 
and women is used in others. 
school day 


In the hang-over copy, 
dot and line figures illustrate the 
verse. One of these verses sings 
happily: 


“Birdie cease your twitters, 

Father’s got the jitters! 

Wait till he swallows a Yeast-Vite °' 
oo oe 

Then you can sing till your feathe! 
turn blue.” 5 

The series, containing several +” 

line advertisements in which these 

messages are handled, was prepared 

by Atherton & Currier, Inc. 
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“4IN1 TOBE 
KELVINATOR’S 
1934 KEYNOTE 


Largest Campaign Planned 
for 20th Year 


Detroit, Mich., Feb. 8.—Honoring | 
its twentieth year of business, Kel-| 
yinator Corporation has named its| 
1924 electric refrigerators “Twentieth 
Anniversary Models,” and is intro- 
ducing them to the public through a) 
nation-wide “birthday party,” sup-| 
ported by the largest magazine, news- | 
paper, outdoor and trade publication 
program in the company’s history. 

The first of the national magazine 
advertisements are now appearing in 
Saturday Evening Post, Collier’s, 
(ood Housekeeping, Ladies’ Home 
Journal and McCall's. The present | 
schedule will continue through the) 
spring and summer. The list after | 
those seasons will probably be re- 
yised upwards. 

Brooke, Smith & French, Inc., De- 
troit, the Kelvinator agency, is now 
completing trade journal schedules. | 
According to the agency, publica- 
tions will be used to cover compre-| 
hensively all fields, both commercial | 
and domestic, where electric refrig-| 
eration is used. 

“Four refrigerators in one,” is the 
theme used in magazine copy to de- 
scribe the new models. 


Men Are Pictured 


“Four refrigerators—another way 
to a man’s heart! You can have all 
four’—this typical headline in a 
forthcoming advertisement, supported 
by pictures of men “raiding” refrig- 
erators, leads up to the following 
copy, Which describes the four salient 
features of the new models: 

“You need one for ‘emergency’ fast 
freezing. The world’s fastest freez- 
ing speed tray gives you ice cubes 
in about 80 minutes—hours faster 
than ordinary freezing speeds. 

“You need one for ‘food filing’—a 
specific place for fresh vegetables— 
dairy products — left-overs — bever- 
ete. Kelvinator has the ideal 
‘tood file’ for all kinds of foods. 

“You need one for keeping fish or 
imeat indefinitely at below freezing 
temperature. The frost chest, a Kel- 
vinator feature, provides this impor- 
tant refrigeration service and pro-| 
vides it automatically. There are no| 
dials to set. 

“You need one for making large 
quantities of ice cubes and frozen | 
desserts and salads in a hurry. The! 
faust freezing trays, which operate 
automatically, supply this—giving 


ages, 


you a total of ‘4 refrigerators in 1,’| 
a Kelvinator feature!” | 
Magazine copy advises readers to | 
see their dealers and discover how 
easily the product can be purchased | 
on a budget plan. Readers are told | 
to consult their classified telephone | 
directory to locate the nearest retail | 
outlet | 
Within about two weeks dealers | 
throughout the country will start use 
ot outdoor boards and newspapers, 
On a Cooperative basis with distribu- 
tors and the company, to announce 
(heir own Kelvinator birthday parties 
and play them up from the dealer’s 
angle. Special demonstrations and 
‘arious local sales promotion stunts 
Will be used to induce the home town 
lolks to come to their showrooms. 
Dealers and salesmen are now 
sathering in 78 distributor cities to 
‘ecelve their final instructions for 
‘he introductory drive. R. I. Petrie, 
sales manager; Vance C. Woodcox, 
‘tor of advertising and sales pro- 
motion ; J. A. Harlan, commercial 
“tes Inanager, and A. H. Reinach, 
Manager of distributor commercial 
Sales, are in charge of these regional 
Meetings, : 
The hew models comprise four in- 
tae lines in 16 domestic types. 
ieee the success Kelvinator 
nin ved last year in merchandising 
higher priced products, the 1934 


(dle ] 


‘Xe line contains the largest num- 


(ire 
rect 


ver of models, 


WBNX Appoints Flamm 


Sidney Flamm, formerly with Sta- 


tion WMCA, has joined WBNX, New | 
York, as commercial director, effec- | 
tive immediately, W. C. Alcorn, vice- | 


president and general manager, has 
announced. 


McFall with OBrien 


John E. MeFall, for seven years 
with Salada Tea Company, Boston, 


has been made advertising director | 


of Thomas O’Brien & Sons, merchant 


tailors, Medford, Mass. 


Joins American Hatter 


Martin Zimmerman, formerly with 
Modern Living Magazine, has joined 
the sales staff of American Hatter, 
New York. 


| Antonow, president of V. 


Djer-Kiss to 
Advertise in 
Sunday Papers 


New York, Feb. 8.—Complementing 
its Djer-Kiss Recital, which has been 
broadcast on a limited NBC network 
since last summer and the complete 
NBC basic blue network since the! 
first of the year, Djer-Kiss advertis- 
ing will also be run in Sunday news- | 
papers in leading cities not covered | 
by the network broadcast, Samuel L. | 
Vivaudou, 
Inc., has announced. 

The newspaper campaign, to begin | 
this month, will appear in Indian-_ 


apolis, Buffalo, St. Paul, Minneapolis, 
Milwaukee, Salt Lake City, Denver, 
Seattle, Portland, San Francisco, Los 
Angeles, Dallas, Ft. Worth, Houston, 
San Antonio, New Orleans, Birming- 
ham, Atlanta, Louisville, Memphis | 
and Little Rock. 

The advertising will feature Djer- 
Kiss Extract, Djer-Kiss face and 
talcum powders, Djer-Kiss Eau de 
Toilette and Djer-Kiss sachet. 


Personality Appeal 


Underlying the entire advertising 
series is the thought that the new 
fashion note of thrilling femininity 


demands that every woman today 
shall not only adapt the present 
|romantic styles to her own dainty 


person but must also emphasize her 
personality in the selection of a per-| 


| Printing Company, 


fume odeur that is in thorough 
accord with herself and her gowns. 

The Djer-Kiss Recital, which is 
heard every Monday evening, stars 
Cyrena Van Gordon, mezzo-contralto, 
and Walter Golde, pianist. 


Gilbert Joins Superior 


Conard M. Gilbert, free lance ad- 
vertising and publicity man, has 
joined the Superior Engraving & 
Philadelphia, as 
sales manager and head of the ad- 
vertising and merchandising depart- 
ments. 


Belding Promoted 
Don Belding, who has been with 
the staff of Lord & Thomas, Los 


| Angeles, since 1923, has been named 


chairman of the agency's plan board. 


pus fact is evidenced by the 1933 sales in Kentucky 
and Southern Indiana and by the interest that is 


® 


sd 


AUTOMOBILE SHOW 
Feb. 19 Thru 24 


SPECIAL 

AUTO SHOW EDITIONS 
Sunday, 
Feb. 18 


Wednesday, 
Feb. 21 


being shown in the coming Auto Show which will 
open in Louisville on February 19th under the 


auspices of the Jefferson County Automobile Dealers’ 
Association. 


This market was outstanding during 1933 as one of 
the brightest business spots in the Nation, and 
conditions here have continued to show steady 
improvement. 


The people of this section are ready to buy. They are 
waiting for your sales message to be brought to them 
through the only medium which gives effective cover- 
age of this market at a single low cost— 


Che Conrier-Zournal. 
THE LOUISVILLE TIMES. 


Major Market Newspapers, Inc.—Audit Bureau of Circulation 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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NOW ADVERTIS 


A 


ABBOTT, HOPPIN & CO. 

Members New York Stock Exchange 
Ageney—J. WALTER THOMPSON Co. 
ALL-YEAR CLUB OF SO. CALIF., LTD. 
A Southern California vacation (Booklet) 

Ageney—Lorp & THOMAS 

ALUMINUM COMPANY OF AMERICA 
Aluminum containers for freighting 
Agency—GARDINER ADv. Co. 

AMERICAN ASPHALT PAINT CO. 
Valdura Waterproofing products (Booklet) 

AMERICAN EXPRESS CO 
Official agents of the Passion Pliy 
Agency—THE CAPLES Co. 

AMERICAN SHEET & TIN PLATE CO. 
Modern usage of Stainless Steel 
Agency—SMITH, SCHREINER & SMITH, INO. 

AMERICAN-SOUTH AFRICAN LINE 
Direct passenger service to So. Africa 

» Agency—F RANK PRESBREY CO. 

AMERICAN TELEPHONE & TELEGRAPH CO. 
The telephone as a salesman 
Agency—N. W. Ayer & Son, INO. 

AMERICAN TOBACCO CO. 

Lucky Strike cigarettes 
Agency—Lorp & THOMAS 

ASSOCIATED GAS & ELECTRIC CO. 
Communities served by Associated System 
Agency—DaNIEL STARCH & STAFF 


AXTON-FISHER TOBACCO CO., INC. 


Spud—menthol-cooled cigarettes 
Agency—KENYON & ECKHARDT, INO. 


BAD NAUHEIM 
Resort for your health and heart 
Agency—SMITH, STuRGIS & MOORE, INC, 
JAMES W. BELL & CO. 
Gentlemen's tailors—formal day attire 
Agency—Keecu & BECK 
BUICK MOTOR CO. 
Points about the new Buick 
Agency—CAMPBELL-EWALD Co. 


Cc 


CANADIAN PACIFIC RAILWAY CO. 
To Honolulu and the Orient (Booklet) 
Agency—KENYON & ECKHARDT, INO. 

CHESAPEAKE & OHIO RAILWAY 
The George Washington 
Agency—CAMPBELL-EWALD Co. 

CHEVROLET MOTOR CO. 

An appeal to the connoisseur 
Agency—CAMPBELL-EWALD Co. 
CHRYSLER SALES CORP. 
Airflow Chrysler in four models 
Agency—Lee ANDERSON ADv. Co. 
CLARK GRAVE VAULT CO. 
One-piece metal grave vault 
Agency—HENRkI, Hurst & MCDONALD, INC. 

COLDWELL LAWN MOWER CO. 
Rolling and mowing in one operation 
Agency—Moore ADv. Co. 

COMMERCIAL NATL. BANK & TRUST CO. 
Loans for business needs 
Ayency—Lorp & THOMAS 

CONTINENTAL CAN CO. 


Oil in sealed cans 


Agency—BaTTEN, BARTON, DURSTINE & OSBORN 


CONTINENTAL DISTILLING CORP. 
Dixie Belle Gin 
Agency—AL PAUL LEFTON Co. 
CRANE & CO. 
A watchmaker uses Crane’s papers 
Agency—CaLkKInS & HOLDBN 
CUNARD LINE 
Liner and clipper ship comparisons 
Agency—L. D. WERTHEIMER CO., INC. 
CURTISS AEROCAR CO., INC. 
A ‘“‘drawing room on wheels’ (Catalog) 
Agency—Loomis & HALL, INC. 


D 


DANUBE PRODUCTS, INC. 
Royal Tokay Wines of Hungary (Brochure) 
Agency—FuLLER & SMITH & Koss, INC. 
J. C. DEAGAN, INC. 
Tower chimes for memorials 
Agency—ROGERS-GANO ADV. AGENCY 
DEL MONTE HOTEL 
Historic sketch of California, 4th of series 
Agency—Lorp & THOMAS 
DE SOTO MOTOR CORP. 
Features of the new Airflow De Soto 
Agency—J. STIRLING GETCHELL, INC. 
ELSIE DE WOLFE 
Indirect lighting in the home 
Avency—Maxon, INC. 
DICTAPHONE SALES CORP. 
Automatic Monitor on new Model 12 
Agency—-McCANN-ERICKSON, INC. 
DOMINICK & DOMINICK 
Members New York Stock Exchange 
Agency—J. WALTER THOMPSON CoO. 
R. R. DONNELLEY & SONS CO. 
Lakeside Press, complete printing service 
Agency—FREDERICK & MITCHELL, INC. 
DYER, HUDSON & CO. 
Members New York Stock Exchange 
Agency——ALBERT FRANK-GUENTHER Law, INC, 


EASTMAN KODAK C86. 
Ciné-Kodak ‘‘K’’ for home movies 
Agency—J. WALTER THOMPSON Co: 


THE EGRY REGISTER CO. 
Egry Speed-Feed for billing 
Agency—Tue Procter & Couiier Co. 


F 


FARMER’S DEPOSIT NATIONAL BANK 
Identified with Life Insurance Industry 
Agency—KertTcuuM, MACLEop & Grove, INC. 

FIRESTONE TIRE & RUBBER CO. 
Process of Gum-Dipping Firestone Tires 
Agency—SwWEENEY & JAMES Co. 

FISHER BODY CORP. 

Body by Fisher—No Draft Ventilation 
Agency—Erwin, Waser & Co. 

FLEETWOOD HOTEL 
A DeWitt operated hotel in Miami Beach 
Agency—-CHARLES L. BURNS 

FRANKFORT DISTILLERIES, INC. . 
Paul Jones and Antique whiskies for juleps 
Agency—-YouNG & RwuBIcaM, INC. 

FRENCH LINE 
Life on board France-Afloat 
Agency—N. W. AYER & SON, INO. 

FRIGIDAIRE CORP. 

Air Conditioning 
Agency—THE GBYER Co. 


G 
GENERAL ELECTRIC CO. 


Lamp testing service 
Agency—Foster & Davigs, INC. 

GERMAN TOURIST INFORMATION BUREAU 
1934 Passion Play at Oberammergau (Booklet) 
Agency—SMITH, Sturcis & Moore, INC. 

GEYER-CORNELL CO. 

The swirling current of events 

GOODERHAM & WORTS, LTD. 

American Bourbon and Rye; Canadian Whiskey 

Agency—FLETCHER & ELLIs, INC. 
GOODSPEED’S BOOKSHOP, INC. 

A Poe first edition for sale 

Agency—-MAavRICE M. OSBORNE 

GOODYEAR TIRE & RUBBER CO., INC. 
All-Weather tread for wet pavements 
Agvency—ERWIN, WASEY & Co. 

GRAY & LAMPEL, INC. 

Sporting and mufti tailors 
Agency—BERMINGHAM, CASTLEMAN & PIERCE 

GREAT NORTHERN RAILWAY 
A Glacier Park vacation 
Agency—RBEINECKE-ELLIs Co. 

GULF REFINING CO. 

Purveyors of petroleum products 
Agency—YouNG & RuBICcAM, INC. 


H 
W. F. HALL PRINTING CO. 


Nationalize through magazine advertising 
Agency—McCANN-ERICKSON, INC. 
HARRISBURG PIPE & PIPE BENDING CO. 
Forged and seamless steel 
Agency—RoOBERT ST. CLair Co. 
HERCULES POWDER CO., INC. 
Chemical products and their uses 
Agency—Cross & LABEAUME, INC. 
M. HOHNER, INC. 
Piano accordions (Booklet) 
Agency—ATHERTON & CuRRIER, INC. 
HORNBLOWER & WEEKS 
Members New York Stock Exchange 
Agency—-ALBERT FRANK-GUENTHER Law, INC. 
HOTEL PIERRE 
The Georgian and Neptune Rooms 
Agency—ANDREW CONE AGENCY 


I 
INDIA STATE RAILWAYS 


Two weeks in Southern India 

Agency—KENYON & ECKHARDT, INC. 
INTERNATIONAL SILVER CO. 

Gadroon—an 18th century design 

Agency—YoOuNG & RUBICAM, INc. 
INTOURIST, INC. 

Seeing the U. S. S. R. (Booklet) 

Agency—SMITH, STURGIS & Moors, INo. 


J 

JACOBSEN MFG. CO. 
Power lawn mowers in four models 
Agency—-WESTERN ADV. AGENCY 

JOHN HANCOCK MUTUAL LIFE INS. CO. 
Annuity Income (Booklet) 
Agency—LIVERMORB & KNIGHT Co. 

JONES & LAUGHLIN STEEL CORP. 
Eighty-three years of experience 
Agency—KETCHUM, MAcLEop & Grove, INo. 


K 
KELVINATOR CORP. 
Four refrigerators in one 
Agency—BROOKB, SMITH & FRENCH, INO. 
KIMBERLEY-CLARK CORP. 
Kleerfect printing paper 
Agency—FERRY-HANLY ADy. Co. 


ING IN FORTUNE 


March, 1934 


L 
LABOURDETTE & CO., INC. 
Moét & Chandon Champagne 


Ageney—BaATTEN, BARTON, DuRSTINE & OSBORN 


R. A. LASLEY, INC. 
Fact finding for management 
LIBERTY MAGAZINE 
Reflecting currents of interest (Booklets) 
Agency—FLETCHER & ELLIs, INC. 
LINCOLN MOTOR CO. 
The two-window town sedan 
Agency—N. W. AYER & Son, Ino. 


M 

MATSON NAVIGATION CO. 

Pacific travel 

Agency—BoOw MAN-DEUTE-CUMMINGS, INC, 
THE R. C. MAXWELL CO. 

Electric signs for outdoor advertising 
McCALL CO. 

The New McCall's in three sections 


Agency—BATTEN, BARTON, DURSTINE & OSBORN 


McNEEL MARBLE CO. 
Builders of Memorials (Catalog) 
Agency—TUTHILL ADV. AGENCY, INC. 
MEREDITH PUBLISHING CO. 
“Successful Farming’ 
Agency—HoMER MCKEE, INO. 
‘METROPOLITAN LIFE INSURANCE CO. 
The ‘‘Growing Pains'’ delusion 
Agency—HAwLeEyY Apvy. Co. 
MILLS NOVELTY CO. 


Vending machine manufacturers 


N 
NATIONAL CASKET CO., INC. 
An explanation (Booklet) 


Agency—BATTEN, BARTON, DURSTINE & OSBORN 


NATIONAL STEEL CORP. 


Its various steel-producing units 


Agency—BATTEN, BARTON, DURSTINE & OSBORN 


ALFRED NELSON CO. 
Tailors—breeches makers 
Agency—KpecH & BECK 

NIPPON YUSEN KAISHA LINE 
Summer round trip rates to Japan 
Agency——-TuHE CaPLes Co. 

NUNN-BUSH WELDON SHOE CO. 
Ankle-fashioned oxfords 
Agcncy——NEISSER-MEYERHOFF, INC. 


Oo 
OTIS ELEVATOR CO. 
Country-wide Maintenance Service 
Agency—N. W. AYER & Son, INo. 
OUTDOOR ADVERTISING, INC. 
On the job morning, noon, and night 
Agency—-UNITED ADV. AGENCY, INO. 


P 


PACKAGE MACHINERY CO. 
Machines for particular types of wrapping 
Agency—JOHN O. PowErRs Co. 
PACKARD MOTOR CAR CO. 
A new way to choose a car 
Agency—YouNG & RuBicaM, INc. 
PARK & TILFORD IMPORT CORP. 


Vat 69 Liqueur Scotch Whisky 

Martell’s Cognac Brandy 

Heidsieck Dry Monopole Champagne 

Booth’s Gin 

Avency—-CHARKLES M. STORM Co. 
PATERSON PARCHMENT PAPER CO. 

Patapar—the vegetable parchment 

Agency—l’LATT-FORBES, INC. 
PICTORIAL REVIEW 

An advertisement for men who okay bills 

Avency—PHILIP KOBBE, INO. 


PIERCE-ARROW MOTOR CAR CO. 
A frequent comment on 1934 Pierce-Arrow 


{geney—-BATTEN, BARTON, DURSTINE & OSBORN 


E. A. PIERCE & CO. 
Members New York Stock Exchange 
Agency—J. WALTER THOMPSON Co. 
PITTSBURGH PLATE GLASS CO. 
Duplate Safety Plate Glass 
Agency—B. B. D. & O., INC. 
PLYMOUTH MOTOR CORP. 
Mr. Chrysler discusses the Plymouth 
Agency—J. STIRLING GETCHELL, INO. 
PREMIER-PABST SALES CO. 
Pabst Blue Ribbon Beer 
Agency—MATTESON-FOGARTY-JORDAN Co. 


Q 
QUAKER STATE OIL REFINING CO. 
A woman endorses Quaker State 
Agency—-KENYON & ECKHARDT, INC. 


THE RED RAVEN CORP. 

Billy Baxter Highballs; Splits 

Ageney—ALVIN ADV. AGENCY 
REMINGTON-RAND, INC. 

Powers Accounting Machines 

Agency—-F REYSTADT-JURASCHEK, INO. 
REPUBLIC STEEL CORP. 

Modern uses of steel 

Agency—MELDRUM & FEWSMITH, INO. 
R. J. REYNOLDS TOBACCO CO. 

Mrs. James Russell Lowell endorses Camels 

Agency—WILLIAM Esty & Co., INO. 


RITZ-CARLTON HOTEL 
The Oval Restaurant for lunch or dinner 
Agency—FRANK PRESBREY Co. 


RUTHRAUFF & RYAN, INC. 


Cocomalt’s progress from 1930 


S 
SCHICK DRY SHAVER, INC. 


Schick razors 
Agency—Briccs & VARLEY 


E. H. SCOTT RADIO LABORATORIES, INC. 


Custom-built, all-wave radio 
Agency—KIRTLAND-ENGEL Co. 

0. M. SCOTT & SONS CO. 
Seott’s Creeping Bent for lawns (Booklet) 
Agency—THE Jay H. MAIsH Co. 


EDWARD B. SMITH & CO. 
Members New York Stock Exchange 


Agency—ALBERT FRANK-GUENTHER Law, Inc 


H. A. & E. SMITH, LTD. 
Polo coats 
Agency—WaLes ApDv. Co., INO. 
SOCONY-VACUUM CORP. 
Gargoyle lubricating oils 
Agency—THE BLACKMAN Co. 
E. R. SQUIBB & SONS 
Squibb’s Dental Cream 
Agency—-GEYER-CORNELL Co. 
STERLING ENGINE CO. 
Diesel oil engine (Catalog) 
Agency—-ADDISON-VARS, INO, 


STROMBERG-CARLSON TELEPHONE MFG. CO. 


Loud speaker in ceiling or stair hall 


Agency—STEWART, HANFORD & FROHMAN, Inc, 


STUDEBAKER CORP. OF AMERICA 
Berline limousine - Skyway Style 


Agency—RocuHE WILLIAMS & CUNNYNGHAM, I< 


A. SULKA & CO. 
Four-in-hands, bow ties and Ascots 
Agency—KeEEcCH & BECK 

SWISS FEDERAL RAILROADS 
Mountain Republic scenery 
Agency—DoORLAND INTERNATIONAL, INO, 


T 


TALBOT J. TAYLOR, JR., INC. 
Estate with lake and island 
Anency—CHELTENHAM PRESS 

W. A. TAYLOR & CO. 

Martini & Rossi Vermouth 
Jameson Irish Whiskey 


Agency—RICHARDSON, ALLEY & RICHARDS Co. 


TECLA CORP. 
Culture pearls from Oriental oyster beds 


Avency—H. E. LESAN ADv. AGENCY, INC. 


J. WALTER THOMPSON CO. 


First in Good Housekeeping’s annual report 


TRIMINGHAM: BROTHERS 
English doeskin 
Agency—WaLeEs ADv. Co., INo. 
F. R. TRIPLER & CO. 
Covert coats for town and business wear 
Agency—-FEDERAL ADV. AGENCY 


U 


UNION CASTLE LINE 

South Africa via England 

Agency—L. D. WERTHEIMER Co., INO. 
UNITED FRUIT CO. 

Cruising on the Great White Fleet 

Agenty—-WENDELL P. COLTON Co. 
UNITED STATES LINES 

Cabin liner service to Europe 

Agency—LorD & THOMAS 


Ww 


HIRAM WALKER & SONS 
Canadian Club Whiskey 
Agency—CAMPBELL-EWALD Co, 

WAYNE OIL BURNER CORP. 
Wayne Mistoil Burner 
Agency—BonsIB, INO. 

WAYSIDE GARDENS CO. 
Snow-blooming Christmas Rose 
Agency—TUTHILL ADV. AGENCY, ING. 


WESTON ELECTRICAL INSTRUMENT CORP. 


Weston Ciné Exposure Meter 
Agency—G. M. Basrorp Co. 
WETZEL 
Gentlemen's tailors for fifty years 
Agency—LuptTon & Co. 
WHAT CHEER LAUNDRY CO. 
Blanket cleaning service 
Agency—DANIBLSON & SON 
WHITE ROCK MINERAL SPRINGS CO. 
White Rock combinations 
Agency—NEWELL-EMMETT Co., INC. 
R. C. WILLIAMS & CO. 
Mercier Champagne—vintage of 1926 
Agency—BLAKER ADV. AGENCY 
H. WOLFF 
Special bindings of Fortune 
WORLD PEACEWAYS, INC. 


Dramatizing the cost of war 


Agency—BaTTEN, BARTON, DuRSTINE & (OSBORN 


RUDOLPH WURLITZER CO. 
Residence Pipe Organs (Brochure) 
Aqgency—THE KEELOR & STITES Co. 


Y 
YORK ICE MACHINERY CORP. 


York air conditioning 


YOUNG & RUBICAM, INC. 
A quotation from Mark Twain 
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IN JANUARY, advertisers bought more linage in 
FORTUNE than in any previous January—112% more 
than last year—more, indeed, than they bought in any 
monthly (or semi-monthly) publication, including all 
women’s magazines. Only The Saturday Evening Post, 
Time, The New Yorker, and Collier’s—all weeklies—car- 
ried more January linage than FORTUNE. 


IN FEBRUARY, FORTUNE showed an 88% gain 
over February, 1933—and carried more linage than any 
non-weekly publication ( excepting only Vogue,and Motor 
Boating’s Show Issue), and including all other women’s 
magazines. (Weeklies’ figures not yet available.) 


THE MARCH FORTUNE CARRIES MORE LIN- 
AGE THAN ANY ISSUE IN FORTUNE’S HISTORY, 
AND REPRESENTS A GAIN OF MORE THAN 125% 
OVER THE ISSUE OF MARCH, 1933. 


THE CONFIDENCE 


OF THE PEOPLE WHO MAKE THE WHEELS GO ‘ROUND 


Advertisers are flocking to FORTUNE because they 


know it is delivering the editorial goods. 


The novelty ts long since gone out of FORTUNE. For 
at least three years now, subscribers have renewed @ 
$10-a-year and new subscribers have sent in their checks 
for $10 “over the transom” because of something else 


besides handsome pictures and a striking format. 


The plain fact is that FORTUNE would have a very 
substantial circulation* at $10 a year even if its text 
were mimeographed on wrapping paper and served up 


without benefit of illustration—and therein lies the real 


triumph of FORTUNE. 


FORTUNE long ago discovered that the easy or 
opinionated generalities of professional writers-of- 
articles failed to excite men of large affairs, who could 
see at a glance that they knew more than the writers. 
FORTUNE, therefore, put no faith in ‘contributors’, 
but relied entirely on stories worked over and reworked 
many times by its own staff. To learn more than the best- 
informed about every subject it touches, and to offer its 


findings to its readers clearly and dramatically—this has 
been the ideal of FORTUNE from its inception. 


FORTUNE had to evolve a new technique of research 
and apply it to subjects loaded with dynamite. The re- 
sult has been a succession of notable and revealing stories 
—the hard won fruit of resourceful investigation, of ex- 
pensive travel, of contacts in high places, of endless 


puzzling and rewriting. 


FORTUNE’s reward is the continued presence on its 
subscription list of thousands of men whose names at 
once suggest success, profound experience, inside know]- 


edge, and a vast skepticism regarding people who write. 


FORTUNE has won the confidence and the eager in- 
terest of men and women who move in the best-informed 
circles. They are now turning to FORTUNE for new 
insights into the complex relationships of Recovery. To 
many of the ablest men in industry, government, and 
finance FORTUNE has become the most important 


single magazine in America. 


The shrewdest buyers of space are leading the parade of 
advertisers into FORTUNE. They know from their own 
experience that its big pages enjoy the confidence of the 


people who really make the wheels go ’round. 


* FORTUNE @ $10-a-year now attracts more than 90,000 subscribers—without benefit 
of Promotion—without the usual circularizations, without selling crews, without cut rates. 
FORTUNE’s only circulation “tricks” are to encourage subscribers at Christmas time to 
Give gift subscriptions to friends @ $10 for the first subscription and $7 for each other: 
and to permit 4.675 advertising men to have the magazine @ $5 a year, in lieu of a 


‘ree-list. Beyond this no one gets FORTUNE at less than $10 a year. 
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PENNSYLVANIA 
WEEKLIES ASK 
SEPARATE CODE 


Philadelphia, Feb. 3.—The Pennsyl- 
vania Newspaper Publishers’ associa- 
tion, in cenvention here last week 
end, approved the provisions of the 
daily newspaper code but appealed to 
President Roosevelt against certain | 
sections of the graphic arts code) 
which it is claimed would endanger 
the existence of the 10,000 weekly | 
and semi-weekly papers of the coun- 
try. 

These small community papers, the 
association declared, are of sufficient 
importance to deserve a_ separate 
code, particularly since they have) 
nothing in common with the erage 
arts industries. Opposition also was! 
voiced against the price-fixing provi- | 
sions of the supplemental newspaper | 
code. Support in this stand came 
from Dr. William Trufant Foster, 
Boston, a member of the consumers’ 
advisory board of the NRA 

“Governmental price fixing is un-| 
sound,” Dr. Foster said. “It has been | 
tried all over the world, and all over 
the world it has failed.” 


Visions Small Paper Growth 


Suburban and rural newspapers 
are on the threshold of a new 
growth and prosperity and are likely 
to recapture at least part of the in- 
fluence they exercised in the early 
days of the nation, Leonard Ormerod, 
executive assistant, Philadelphia 
Electric Company and former presi- 
dent of the Poor Richard Club, told 
the gathering. Mr. Ormerod based 
his views on the greater sophistica- 
tion of small community readers, a 
growing emphasis on suburban life 
as against urban, and the realization 
by advertisers that these papers 
possess unusual “pulling power.” 

Charles P. Howe, Valley Daily 
News, Tarentum, was elected presi- 


ACITY IS NO 
TO RAISE CHI 


A TRUER statement was never 
uttered but, of course, not 
every one is in a position to fol- 
low this precept. Some HAVE to 
live in cities. 


The family living in a typical 
independent small town is there 
by choice. Are you going straight 
to this congenial small town fam- 
ily through the magazine it knows 
best, or are you relying too much 
on the hit or miss of the urban 
magazines which filter into small 
towns, 


The small town woman is this 
kind of woman:—Her family, on 
the average, is larger than the city 
family. She generally does her 
own work. She certainly does her 
own shopping. What she says to 
the storekeeper over the counter 
or over the “phone spells success 
or doom for many a product. She 
has to prepare three meals a day. 
She is far more keen for short 
euts in the kitchen because she 
does do her own work. The likes 
and dislikes of the maids and the 
cooks disturb her but little. She 


“LIFE’S TOO INTERESTING to 
waste in arguing about what ciga- 
rette one ought to smoke. 


“There are many excellent brands. 
What's best for you... may not 
appeal to me. ‘Try them all,’ I say. 
*And then let your own taste decide.’ 


“That's how I started to smoke 
OLD GOLDS. And their honey- 
smoothness keeps me smoking them. 


“If you're satisfied with your present 


NO ARGUMENTS IN OLD GOLD COPY 


brand, be loyal to it. But if you'd 
like a change ... you could do a 
lot worse than try OLD GOLDS.” 


Ne wetter tobacce grews than Is 
used In OLD GOLDS. And they are 
PURE. (Ne artificial flavoring) 


Tune in on Tem Fio-Rrvo + sensational Hollywood Orebestra every Wednesday night —Columbie Chate 


AMERICA’S 


| 


} 


moosthosl CIGARETTE 


First piece of copy in the new newspaper campaign for Old Gold, 
launched this week. 


dent of the association, succeeding 
Charles R. Long, Chester Times. 
Other new officers are Harry E. 
Trout, Manheim Sentinel, vice-presi- 
dent, and Howard Reynolds, Quarry- 
ville Sun, secretary-treasurer. The 
new executive committee at large is 
made up of H. W. Young, York Dis- 
patch; J. I. Stackhouse, Haston Ex- 
press, and State Senator Wm. D. 
Mansfield, McKeesport Daily News. 


Sears with Slesinger 
Hugh Sears, formerly executive as- 
sistant to Barron Collier, has been 
named business manager of Stephen 
Slesinger, Inc., New York, represen- 

tatives of comics and characters. 


PLACE 
LDREN 


talks 
takes 
number 


her 
The 
of 


wants a magazine that 
language and she 
HousEHOLD to the 
1.750.000. 

Pick up any issue of this publi- 
cation and compare page by page. 
If you are a city born and bred 
man you will quickly get the dif- 
ference in’ the appeal which 
HovuseHOLp makes from that which 
you find in the scores and scores 
of urban magazines. There must 
be a need for this distinction in 
the two types of publications else 
HousEHOLp would not have the 
following it has in the independent 
small towns of this country. 

HousenHoup talks direct to its 
home-makers, not hit or miss to 
women everywhere. You may be 
perfectly sure that you are going 
straight to the 22 Billion Dollar 
small town market when you use 
The Hovusrnoip. An ever increas- 
ing number of national advertisers 
have that assurance. HouSEHOLD 
was one of the few publications 
that made a gain in linage in 1933, 
Houstnotp Macazine, Topeka, 
Kansas. Arthur Capper, Publisher. 


so 


IF YOU SELL THROUGH WHOLESALERS 
YOU HAVE SMALL TOWN DISTRIBUTION 


M. J. Roberts 


Is New Timken — 


Detroit, Mich., Feb. 8.—Millard J. 
Roberts, for the past year associated 
with American Radiator Company, 
and previously, for four years, presi- 
dent of Roberts-Gordon Appliance 
Company, has been appointed vice- 
president and general sales mannirr, 


Timken Silent Automatic Companh,, 
Detroit. He succeeds E. V. Walsh, 
resigned. 


Together with announcement of 
Mr. Robert’s appointment, it was re- 
vealed that broad sales plans for the 
extension of Timken’s operating area, 
and appointment of new dealers in 
these added territories, will become 
immediately effective. 


For this purpose an aggressive 
trade publication and direct mail 
campaign is being launched. Publi- 


cations listed include Electrical Mer- 
chandising, Electrical Dealer, Fuel 
Oil Journal and Oil Heat. The com- 
pany is preparing an extensive con- 
sumer campaign, details of which 
have not vet been completed. 


Two to Redfield-Coupe | 

Advertising of Ernest Kauer & Co., | 
makers of Diamond Wax, Diamond | 
Cleaner, and other floor preparations, 
and Blackstone Products Company, 
maker of Tasty Lax, has been placed | 
with Redfield-Coupe, Inc., New York. 
A test campaign in newspapers will | 
be used for the latter account. 


Two Join Metropolitan 


Peter J. McKenna and Frank X. 
Manning, tormerly account execu- 
tives of the Bedford Advertising 


Agency, New York, have joined Met- 
ropolitan Advertising Company, New 
York. 


Johnstone Is Manager 

Roger <A. Johnstone, San Fran- 
cisco, formerly west coast represen- 
tative of Gillette Publishing Com- 
pany, Topics Publishing Company 
and others, has been appointed Pa- 
cific coast advertising manager of 
Time, Ine. 


Roberts Leaves KTAB 


Bob Roberts has resigned as gen- 
eral manager of KTAB to devote all 
his time to his agency, Bob Roberts 
& Associates, radio advertising. 
Frank Galvin, KTAB program direc- 
tor, succeeds Mr. Roberts as general 
manager. 


Cummings Named 
R. W. Cummings has been ap- 
pointed manager of the San Fran- 


| tions 


cisco office of Printing Plates, Inc., | 


with headquarters in Oakland. 


ABOUT MARKETS 


Haas Urges Newspapers to 
Change Tactics 


San Francisco, Cal., Feb. 8.--Agen- 


cies are interested primarily in mar- 


kets and the most effective way to 
sell newspaper space is by selling the 
market it covers. 

This is the conclusion of Lewis E. 
Haas, business manager and adver- 
tising director of the San Francisco 
Chronicle, who interviewed more 
than 100 agency men during a recent 
trip to the east and middle west. Mr. 
Haas gave an interesting summary of 
the results to ADVERTISING AGE. 

“Many newspapers’ sales presenta- 
discuss comparative lineage, 
standing in the local field, circula- 
tion, editorial policies and milline 
rates,” he explained. “All of this 
data forms part of a _ well-rounded 
presentation, but newspaper men are 
prone to lose sight of the fact that 
most of this information is readily 


|available and on file in most agen- 


cies. 

“What the agency especially wants 
and what the newspaper is peculiarly 
able to provide, is facts about the 
market the newspaper, alone or in 
conjunction with its contemporaries, 
is able to deliver to an advertiser. 
The agency is avid to know how 
much soap, automobiles, toilet requi- 
sites, chewing gum, travel tickets, 
cans of beans or any other product 
may potentially be sold in a given 
market.” 


Want More Effective 


Mr. Haas said that agencies have 
heard the time-honored presentations 
so often that it is no wonder that 
they clamor for something that will 
help them use advertising more effec- 
tively, in the interests of their 
clients. He quoted a veteran space 
buyer as saying: 

“Nearly all newspaper men ap- 
proach me with the same arguments. 
They spend a large percentage of my 
time telling me facts about ‘their 
papers which I either know or which 
are quickly ascertainable in my own 
shop. What we are primarily after is 
facts about the market or ideas 
which will enable us to increase the 
sale of our clients’ merchandise.” 


Information 


This statement, Mr. Haas said, re-| 


flects the sentiment of the majority 
of agency men, 

“They tell us,” he said, “that other 
mediums long ago learned the value 
of presentations of markets. These 
mediums also sell their field 
whole and do not attempt to tear 
down direct competitors as many 
newspapers do. 
quicker newspapers begin to pattern 
their sales arguments along similar 
lines, the quicker will they sell more 
space. 

“In these days of intense competi- 
tion when it is more and more diffi- 
cult to obtain a share of the adver- 
tising dollar, we sellers of newspaper 
space should heed the suggestions of 
our friends in the agency field. It 
should pay dividends and help to 
turn lineage losses into gains.” 


Roever’s New Work 

Charles S. Roever, formerly with 
Architecture, has joined the adver- 
tising staff of Chemical Catalog Com- 
pany, New York, publisher of Chemi- 
cal Engineering Catalog, Industrial 
& Engineering Chemistry and Metals 
& Alloys. 


Foy’s Duties Widen 


Fred C. Foy, who recently joined 
Shell Oil Company of California as 
sales promotion manager, has been 
appointed advertising manager and 
will have charge of both departments. 


Newell in Chicago 


S. S. Newell, formerly general sales 
manager of Hugh Lyons & Co., has 
joined the Chicago office of Grand 


| Rapids Store Equipment Company. 


as al 


They add that the | 


cs 


AGENCIES WANT Shell Starts — 
PRESENTATIONS: 


New Campaign 
In the South 


| St. Louis, Mo., Feb. 8.—A specia} 
| advertising campaign has been 
| launched by Shell Petroleum Corpora- 
|tion throughout the states of Ala. 
bama, Florida, Georgia, Louisiana, 
|Mississippi and Texas on an jim. 
proved Super Shell gasoline, it was 
announced today by Paul Ryan, 
manager of the sales promotion-ad- 
vertising department. 

“This southern campaign is the 
opening gun of Shell’s 1934 advertis- 
ing program,” Mr. Ryan asserted, 
“Numerous newspapers in metropoli- 
tan centers of six southern states wil] 
carry a series of large display adver. 
tisements on our new product 
throughout February. The campaign 
also will include direct mail, outdoor 
posters, and daily broadcasts from 
seven leading radio stations through- 
out the South.” 

This is the first exclusively south- 
ern advertising campaign ever 
launched by the Shell corporation. 


Plans Laid for 
Annual A.N.P.A. 


Bureau’s Dinner 


| New York, Feb. 8.—A special com- 
| mittee this week announced plans for 
the annual dinner of the Bureau of 
Advertising to be held in conjunction 
with the American Newspaper Pub- 
lishers Association convention April 
26 at the Waldorf Astoria. 

According to custom, subscription 
lists will be open to members about 
the middle of this month and to non- 
members in March. 

On the dinner committee are John 
F. Rolfe, Hartford Times; Kenneth 
C. Hogate, Wall Street Journal; Col. 
J. O. Adler, New York Times; Mrs. 


Ogden Reid, New York Herald Trib- 
une; J. Noel Macy, Westchester 
County Publishers, Inc.; David B. 


Plum, Troy Record; 

William H. Reed, Taunton Daily 
Gazette; H. V. Jenkins, Savannah 
Morning News; W. F. Schmick, Balti- 
more Sun; E. H. Harris, Richmond 
Palladium; Marco Morrow, Topeka 
‘Capital; C. A. Rowley, Ashtabula 
Star-Beacon; E. Lansing Ray, St. 
Louis Globe-Democrat; Frank S%. 
Baker, Tacoma Tribune, and H. G. 
Brewer, Montreal Star. 


| Ash Joins Agency 


| H. O. Ash, formerly vice-president 
Jand sales manager of the Protected 
Milk Products Company, has joined 
|Murrel Crump Advertising Company, 
Kansas City, as vice-president and 
|} sales manager. 


A. W. Mellman Dies 


Abram W. Hoffman, vice-president, 
Freeman Publishing Company, Inc., 
Kingston, N. Y., and managing edi- 
tor, Kingston Daily Freeman, died 
Jan. 28. He was 68 years old. 


“ADVERTISING MEN 


| bound for 


~NEW YORK 


OU’LL have a friendly wel- 

come at the Piccadilly—one 
of New York’s newest hotels— 
a comfortable room and bath 
for as little as $2.50 the day. 


| @ Meet your friends in the 
| SILVER LINING, Cocktail 
Room . . dance to Dick Mess- 
ner’s Orchestra . . enjoy deli- 
cious food in the Georgian 
Room, at moderate cost. 


@ Business and pleasure choose 
the Piccadilly . . convenient to 
} the advertising center, to the- 
atres and amusements . . a few 
steps from quick transportation 
to every corner of the town. 


HOTEL PICCADILLY 


William Madlung, Mng. Director 
227 WEST 45TH STREET, NEW YORK 
Now under Arthur Lee Direction 
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4- YEAR DRIVE Appoint Wilson Sales_ | Testimonials (rere at thon, ie teed ai| = Vs Hansen, Former 


The Wilson Sales System, located Sean ek GLODS Wer weer’ Ser Newspaper Man, Dies 
 Frocgtg ene lg Pag Bi reg To Cost Mor e golfers, and $1,000 per year for ten-| Henrick V. Hansen, at one time 
charge of sales and advertising in I Thi Fi ld nis experts. It is claimed that this | buemess Mehicn aig __— ae 7 
r n ts te provision is designed to end petty | ’ ’ : corpora euile 
Michigan for F. P. Aguado & Co., |into the Herald Tribune, died at Chi- oe it 
importers and distributors of wines subsidies to thousands of players, | : = 
/ |cago, Feb. 7, at the age of 43. vs 
and liquors. thus avoiding any possibility of the) “yy; Hansen had been general man- a 
eneesietn ae waeees, - C., rove! laine a industry having more “field advisors” | ager of the Palmer House, Chicago, oy a 
° ° ng endorsements, a new style Po ‘ — 
Maguire Joins KFRC form of testimonial aetaitites. are a ee ey dca nay Be 
Arnold Maguire, formerly with the | provided for and regulated by the can Lithographic Company, and had 
Business Greatly Improved San Francisco Chronicle, will become | code approved for manufacturers of Use Newspapers to | also poean waren n+ le of the 
b[Gectuction manager of EPRO Pb. | ieeets Gases, Promote Liquor Show Canadian Biscuit Company and 
0 A A Directors Hear , 22 Under the provisions of the code,| To promote attendance at the Na-! Christy-Brown, Ltd. 
1 Aa Me at athletes who receive compensation | tlona! bw & power ge 7 be ” es 
.<| held in icago March 5-9, the show . . ° 
, is . Names Coast Reps jfrom eperting gaete AAREERSLETORS | ae use advertising space in 128 Picks Simpson-Reilly 
Chicago, Feb, 7,—A three-year na| powne’s Wines € Spirits has ap-|™USt actually use the type of equip-| jowspapers. Simpson-Reilly, western publish- 
tional advertising campaign to sell | pointed Blanchard-Nichols, San ment which they are paid to exploit,| The newspaper space is designed | ers’ representatives, have been ap- 
outdoor advertising as an advertis-| Francisco, as western advertising | including all newly designed items. primarily to increase the attendance | pointed by Bonfort’s Wine & Spirits 
ing medium was assured here today | representatives. |The pay for these “field advisors” or | of retailers and local dealers. | Circular. 


when sufficient funds were pledged <== — eee . i 


py plant operators attending the di- 
rectors’ meeting of the Outdoor Ad- 


of many independents, the plan is 


yertising, Inc. Receiving the support / / ’ } 4 ¢ 9 9 
looked upon as an industry activity ¢ 
and not strictly as an association 
affair. 
The general idea of using space to 


sell the outdoor medium originated 
some time ago among a few of the 
larger operators, and actually started 
with a color spread in the February 
issue of Fortune, listing 430 users of 
outdoor advertising. The campaign 
is to include trade and _ business 
magazines, to reach executives, ad- 
vertising managers and agencies. 

Contributions to the fund will be 
made according to the number of 
illuminated panels in each plant’s 
showing, if present plans are carried 
out. D’Arey Advertising Company, 
St. Louis, has been selected to han- 
dle the account. 


Reports on Traffic Studies 


Dr. Miller McClintock, head of the 
Erskine bureau for street traffic re- 
search at Harvard University, told 
directors of Outdoor Advertising As- 
sociation of America the current 
status of his work, which the asso- 
ciation will continue to sponsor in 
cooperation with the A. N. A. and 
the Four A’s. The Traffic Audit Bu- 
reau, created to audit plant owner’s 
circulation statements, is now an in- 
corporated body, and its activities 
are progressing rapidly, Dr. McClin- 
tock reported. 

Since June over 300 plants have 
been audited, including 40 of the 96 
major markets, he said. The bureau 
expects to have the complete figures 
on 1,000 plants by next June. 

The auditing methods have been 
found sound and acceptable to the 
plant owners, Dr. McClintock de- 
clared, and the audits have been of 
great value to many plant operators 
in building more effective plants. 

The O. A. A. board decided to 
make the statistical service of the 
association available to a larger num- 
ber of prospective outddor advertis- 


_ ers through lowering its cost and OU gentlemen who can pick up are active in the Society of Automo- . 
p giving it wider distributing and also 


J. F. Winchester 
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approved = tikm Mae dias aananeneioe the telephone and command the _ tive Engineers and who read the 
_ of a traveling representative who H 
| will contest SAGE allie attendance of two automobiles (or S.A.E. JOURNAL. 
bodies to familiarize them with the] even three) prepare to take a back 
" '  industry’s stand on matters of public J EF. Winch di 
» EB policy. seat. J. F. Winchester, as coordinator Fl F 
; The outlook for the industry, as d : f : Ir YOUR PRODUCT applies sta eet acts 
ported by K: H. Fulton, president, and supervisor OF motor equipment — motor vehicles, you can’t ignore the . « The five biggest motor-vehi- 
. door vertising, ne., is ex- : . A A cle fleets in the U. S., totaling 
| tencly promising. Plants: through- for the Standard Oil Co. of New fact that, in addition: to penetrating 35,000 wanicies, ste Gicereet 
out the country have averaged more i i- The companies owning the vehi- 
than three times as much business J ng pha the ane desti the heart of the fleet market, your cs. Standard Oil Co. (N 3) Rail: 
for the first quarter of this year as| nies Of 16,000 cars and trucks. : : vay E A , Borden Co., 
lett yout, ng Sa: Ae eae , one message in the JOURNAL will reach Standard Of Co. Gad.) 
the second quarter are very good i Typical of other fleets di- ff 
: ' ’ more h 2 pical of other fleets di 
it tie art-and. planning depart] py chan S00) capers Nee einer feeb Ba ing Ey ES 
ments now working two shifts a day. IG VEHICLE FLEET BUYING is purchase - influencing executives in end Pacific Tea Co. Fifth Ave. 
Muien to Apenane controlled by engineers, men like every vocational division of the auto- Pines, Langendor! United Bakeries 
’ ™ Ss n oO. 
Replaced by Harkness| Mr. Winchester who belong to and motive industry. 
M. EF. Harlan, who has acted as 
advertising manager of A. Schilling 
a a Francisco, for several 
“ars, will devote his entire time t 
the Harlan héwarticen pet ongy Hon In conference with 6000 automotive engineers, executives” 
ng his major attention to the Schil: 
hg account. 
grrank V. Harkness, formerly with 
| “tn-Maid Raisin Growers Associa. 
,°h and International Harvester 
| ompany, and since 1928 California 
| De ®S representative of Edwards & ° ba 
| bch Lithographing Company, 
| ga named advertising manager ' 
| Mr. Harlan’s place. 
Joi . 
os Griswold-Eshleman Published by the SOCIETY OF AUTOMOTIVE ENGINEERS, INC. 
nnet . Akers, formerly w : 
. Powers Seuss nesnew, bee Sune TWENTY-NINE WEST THIRTY-NINTH STREET, NEW YORK 
J ceqa Ss Wold-Eshleman Company as 
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LAVORIS TAKES — 


ASSIGNMENT AS 
CHARM MENTOR 


Covers Entire Subject Via. 
Radio, Booklets | 


(Picture on Page 32) 

Minneapolis, Minn., Feb. 8&-—The 
Lavoris Chemical Company, manufac- 
turer of Lavoris, has assigned itself 
the task of initiating the women of 
the country into “Charm Secrets,” 
the title of the program now running 
on a split network of the Columbia 
Broadcasting System. 


The basis for the new attack is the 
belief that women exercise the deter- 
mining voice in the purchase of a 
mouth-wash. Men, the company be- 
lieves, have little or nothing to say 
on the subject, merely using the 
mouth-wash which they find in the 
bathroom cabinet. 

Another interesting angle is pro- 
vided by dealer reaction to the series. 
Since the Lavoris program and book- 
lets which are dispatched to inter- 
ested inquirers touch lightly on the 
question of mouth hygiene, and run 
the whole gamut of beauty secrets, 
druggists consider that it is helping. 
sell the entire range of toilet prepara- 
tions and are giving preferred posi- 
tion in their stores to the window 
and counter displays provided by 
Lavoris. 


Two Brochures Distributed 


Jean Merrill, beauty expert, pre- 
sides over the broadcasts in the guise 
of the Lavoris Charm Lady. Her sig- 
nature also graces the booklets on 
charm which are offered for one 
Lavoris carton top. Hutchinson Ad- 
vertising Company, which is handling 
the current campaign, is said to have 
been a major contributor to the book- 
let, however. 

Thus far, 


two of the brochures 


have been distributed, and demand 
has proved so insistent that others 
are in course of preparation. 

The foreword to the first booklet, 
written by Miss Merrill, reveals the 
selfishly unselfish approach of the 
zavoris Company to woman's vulner- 
able side. 

“Before we read these Charm 
Secrets,” wrote Miss Merrill, “let me 
tell you something which I believe 
with all my heart—something which 
experience with myself, with my 
friends and students, has taught me 
is true: 

“Every woman who desires strongly 
enough to be charming can be charm- 
ing. Every woman has certain 


|natural gifts of beauty and person- 


ality. And—incredible as it may 
seem at first thought—nature has di- 
vided the most important of these 
gifts almost equally among women. 
But not all women make equal use 


} of them.” 


With the key thus struck, the book- 
let proceeds to discuss all phases of 
charm. As a matter of fact, the first 
in the series is devoted largely to 
“exquisite grooming,” which the 
author ranks as the first requisite in 
the quest for charm. 


Good and Bad Shown 


The booklets are profusely illus- 
trated, one halftone, for instance, 
showing the banéful effect of over- 
dressing, its companion showing 
how restraint in dress makes for true 
elegance and charm. Photographs 
were made by Underwood & Under- 
wood. 

An interesting feature is a chart 
by which the reader may grade her- 
self on personal grooming. Ten ques- 
tions are asked, the first concerning 
coiffure, the second on make-up, and 
so on down the line, only the last 
mentioning Lavoris, with the remark, 
“A ‘social breath’ demands its use!” 

Another delicate touch in the book- 
let is the price of one dollar which is 


casually mentioned on the _ inside 
front cover. 
The booklets are handsomely 


printed, the covers being especially 
noteworthy. French’ pastel color 
combinations give the true feminine 
touch and live up to the advance 
notices given on the radio. 


now has reversed its decison and 
Detroit agrees with Wall Street. 


payrolls now and 1934 estimates 
to 3,500,000 cars. 


circulation weekdays or Sundays in 


New York Representative 
I. A. KLEIN, INC., 50 E. 42nd St. 


Buggy Wheels 


and Detroit Motors 


N the frenzied days of late 1929, 
I Street by its action in dumping motor stocks had decided the 


country was going back to horses and buggies. 
are employed in the automobile factories of the Detroit trading area, 
alone; 75,000 who were jobless a year ago are on motor companies’ 
Is it not time to consider the exceptional oppor- 
tunity offered by the rising prosperity of the Detroit Market? 


Detroit News offers ample, economical coverage. 


is delivered by exclusive carriers direct to the homes. 


The Detroit News 


THE HOME NEWSPAPER 


a financial editor wrote that Wall 


Wall Street 
motor shares are prime favorites. 
And well it may, for 325,000 men 


of production run from 3,000,000 
The 


It has the largest 
Detroit and 76% of the circulation 


Chicago Representative 
J. E. LUTZ, 180 No. Michigan Ave. 


MEDICAL APPEAL FOR BRANDY 


Distilled, matured 
and betiled at ff 
Cognac, France, fp 
since 1765, 


«x 


Sudden illness... frenzied telephone call for the 
doctor... then “What to do?” while awaiting medical 
aid. Every moment counts. Brandy, of course! In 
thousands of such desperate emergencies, Three-Star 
Hennessy has proved its remarkable revivifying powers 
to sustain life until the doctor arrives. A bottle of 
Three-Star Hennessy is an impprrant part of the medi- 
cine cabinet in the homes of those who fully realize 
that emergencies can and often do arise in the middle 
of the night and other times when it is not possible 
to otherwise procure this valuable stimulant. 


Sole Agents for the United States: 
Schieffelin & Co., New York City 
Importers since 1794 


“HENNESSY 


Newspaper advertisement for Three Star Hennessy Cognac which 
appeared this week, in which the value of brandy in cases of sudden 
illness is stressed. 


Chicago Hears 
F.O.B. Price on 


New Dictator 


South Bend, Ind., Feb. 8—Big 
space in the Chicago Tribune 
Wednesday announcing the new Dic- 
tator four-door sedan “fully equipped 
and delivered in Chicago, $798,” 
brought a flood of inquiries into the 
Studebaker Sales Corporation of 
America as to whether it intends to 
adopt the delivered price as the basis 
for all newspaper advertising. 

George D. Keller, sales manager, 
explained that this assumption is 
hardly justified by the facts. 

“However, we did want Chicago 
to know the actual cost of the fully- 
equipped Studebaker,” he explained. 
“We also used the same style of ad- 
vertising in one or two other cities.” 

The copy pointed out that the fea- 
tured price meant just what it said, 
including everything. The quoted 
tariff includes bumpers, spare tire 
and tube, metal tire cover and spring 
covers, transportation and all taxes 
paid. ‘Nothing more to pay,” said 
the sub-head. 

Chevrolet was recently reported 
to be considering using only the de- 
livered price in its advertising. The 
Studebaker strategy indicates that a 


considerable volume of this type of | 


car copy may be placed in 1934, 


Roche, Williams & Cunnynham, 
Chicago, handle Studebaker’s = ac- 
count. 


Creange Writes Book 


on Piracy of Designs 


Henry Creange, authority on the 
commercial use of designs, has writ- 
ten a book, “Safeguarding Industry 
Against the Pilfering of Ideas,” 
which contains much interesting ma- 
terial on the subject of design piracy. 

Among other things, the book con- 
tains a comprehensive review of the 
provisions of Rep. Peyser’s proposed 
law making design piracy an unfair 
trade practice. and copies of laws 
now in effect in Europe on this sub- 
ject. The book is published by the 
George Grady Press, 445 W. 41st St., 
New York, and sells for $1.50. 


Start Research on Foods 


An industrial fellowship at Mellon 
Institute of University of Pittsburgh 
has been founded by Toledo Preci- 
sion Devices, Inc.. an associate or- 
ganization of the Toledo Scale Com- 
pany, to investigate problems in- 
volved in food merchandising and 
the storage and display of food dur- 
ing distribution. 


Five to James Turner 


James H. Turner, Chicago adver- 
tising agency, has been appointed 
by A. J. Kasper Company; American 
Household Institute; Ela Singer Ice 
Pack Company; General Screen Ad- 
vertising, Inc.; and Kuhn Remedy 
Company, all of Chicago. Radio, 


newspapers, trade papers and direct 
mail will be used. 


Graphic Arts | 
Codes Still 


Await Action 


Washington, D. C., Feb. 8.—That 
the President desires to make a full 
and complete study of “all phases” 
of the newspaper and graphic arts 
codes, is the official answer to all re- 
quests for information as to why 
these two codes have not been re- 
turned from the White House with 
his official signature. 

As to just what sections of these 
two codes appear to be of especial 
importance to the chief executive is 
not officially known. ADVERTISING 
AGE was informed that it is “not the 
free press” provisions in the news- 
paper code, but veiled hints are 
given that it is rather the labor pro- 
visions, especially those affecting 
newsboys, which have caused Presi- 
dent Roosevelt to move cautiously. 

Obviously, the press of monetary 
and other legislation has filled the 
President’s time during the past few 
weeks. It is confidently asserted, 
however, that the codes will be 
signed “shortly,” and that when this 
is done, “a special Presidential 
memorandum of explanation” will 
accompany their return to Adminis- 
trator Johnson. 


Continuation 
Of Three-Cent 
Rate Approved 


Washington, D. C., Feb. 8.—The 
house ways and means committee 
voted today to recommend the con- 
tinuation of the three-cent first class 
postage rate for intercity mail, but 
with a proviso giving the President 
power to restore the two-cent rate as 
national conditions improve. The 
three-cent rate was specified for but 
one year. 

A minority group. headed by Rep. 
Vinson of Kentucky, has proposed 
and seeks support for complete resto- 
ration of the two-cent first class rate 
and for all 1929 second class rates, 
declaring that volume is what is 
needed by the Post Office Depart- 
ment. 

The committee as a whole has 
agreed with the latter contention to 
the extent that it has recommended 
that, second class matter revert to 
the rates in effect prior to the 1932 
revenue bill. 


Harry L. Carey Dies 

Harry Lee Carey, 52, Philadelphia 
manager of the General Outdoor Ad- 
vertising Company, died Feb. 2 in 
Pittsburgh of pneumonia. Before 
joining General Outdoor Mr. Carey 
had served with the Philadelphia 
Billposting Company and the Cusack 


‘Company. 


| the safety-glass 


MISSIONARIES — 
HELP DUPLATE 
SELL SAFETY 


Pittsburgh, Pa., Feb. 8.—Though 
campaign of the 
Plate Glass Company jg 


young, capitalization 


Pittsburgh 
comparatively 


|of every angle has resulted in a re. 


markable volume of business, eyj 
denced by three eight-hour shifts at 
the company’s plants. 

A crew of missionary men repre. 
senting the company has maintained 
close contact with automobile deal. 
ers and distributors throughout the 
country. Their job has been to see 
that stocks include at least a few 
cars already equipped with safety 
glass. In the past it has been found 
that most buyers are in a hurry for 
delivery, and rather than wait a 
while for the equipment they want, 
will take a car containing ordinary 
glass. Dealers usually display re. 
prints of the advertising. 

Pittsburgh Plate Glass Company 
has also cooperated closely with car 
manufacturers, who have shown a 
remarkable willingness to meet it 
more than halfway in the public in- 
terest. Few car manufacturers try 
to make a profit on the safety glass. 
They install it at the lowest possible 
cost, and this fact has had some- 
thing to do with the extraordinary 
demand. 


Use Different Colors 


The current campaign for Duplate, 
as the Pittsburgh Plate Glass Com- 
pany’s brand is known, is given high 
attention value both by the use of 
color and by bleed borders in many 
cases. While the same copy appears 
in several magazines, an innovation 
is the use of a different color in each. 

Duplate safety glass, it is asserted, 
lessens glare and the company has 
been allowed a patent on its manu. 
facturing process. When the safety 
idea has been thoroughly exploited, 
the reduction of eye-fatiguing rays 
may prove to be an equally potent 
appeal, 

Duplate advertising is handled by 
Batten, Barton, Durstine & Osborn 
through their Pittsburgh office. 


Larkins at Steelcote 

A headline in the Jan. 27 issue of 
ADVERTISING AGE reporting that the 
Steelcote Mfg. Company has placed 
its account with Mortimer W. Mears 
agency gave the impression that Ar- 
thur Larkins had joined that agency. 
Mr. Larkins has been appointed sales 
manager of ‘the Steeleote Mfg. Com- 
pany. 


Congress 
is in Session 


The activities of politics, business 
and society are more colorful 
than ever before. You will enjoy 
Washington this winter. 


The best in accommodations, 
location and smart surroundings 
are available at this distinctive 
hotel. Write or wire for reservations. 


Nathan Sinrod, Manager 


HAY-ADAMS HOUSE 


LAFAYETTE PARK AT SIXTEENTH 
NATHAN SINROD, MGR, 


WASHINGTON , D.C. 
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BROMO - SELTZER 
DRIVE. ENTERS 
SECOND PHASE 


Magazine Copy Has Specific 
Job to Perform 


New York, Feb. 8.—The second 
phase of the campaign to make the 
public conscious of headaches and 
Bromo-Seltzer simultaneously will 
get under way with a page in the 
Feb. 24 issue of the Saturday Eve- 
ning Post. 

J. M. Mathes, Inc., the first agency 
the Emerson Drug Company, Balti- 
more, has employed in its 43 years of 
doing business, is in charge of the 
$1,000,000 appropriation for 1934, 
which has the objective of teaching 
the public that the product is a rem- 
edy for all headaches and conditions 
for which a throbbing head is symp- 
tomatic, not merely a specific for 
hangovers. 


Other magazines on the schedule 
are Liberty, Time, Holland’s Maga- 
vine, Photoplay, Motion Picture, 
Movie Classic, McCall’s, Redbook, 
Life and The New Yorker. All in- 
sertions for this year will be black 
and white pages. 

The complete campaign comprises 
the newspaper series appearing 
weekly in more than 100 newspapers 
in 83 cities, outdoor posters, elevated 
and subway cards, station posters, a 
jumbo illuminated bulletin on the 
boardwalk at Atlantic City, window 
displays and other point-of-purchase 
advertising. 

Pro-Rated by Markets 


The newspaper copy, which began 
Jan. 8, is pro-rated to market centers 
according to the percentage of the 
total drug product business of the 
United States done in each city. One 
effect expected of the newspaper and 
magazine copy is that it will have 
aroused dealer interest to a high 
pitch by the time the point-of-pur- 
chase advertising is released. 

From some of the early pieces of 
newspaper copy, it was adduced in 
drug circles that the manufacturer 
of Bromo-Seltzer was preparing to 
abandon its character as the premier 
remedy for over-indulgence in high- 
voltage beverages as the first step in 
winning a bigger market. 

ADVERTISING AGE was’ informed 
this conclusion was wholly errone- 
ous. When the campaign is fully un- 
der way the intention to keep a firm 
hold on the hangover market while 
developing the product’s many-sided 
uses will be clearly revealed. 

In fact, sonre advertisements offer- 
ing sympathy and aid to the immod- 
erate drinker have already appeared 
and others on this theme will be re- 
leased at intervals. One such adver- 
tisement which appeared recently in 
heWspapers was headlined, ‘‘Whose 
afraid of a big blue morning?” 

The biggest share of the task of 
presenting the product in new char- 
acter as an all-purpose headache 
remedy and of creating a definite, 
ethical background, has been given 
© magazines. Copy for this medium 
exhibits remarkable dignity and re- 
straint in comparison with current 
(rug advertising. 


Copy Is Subdued 


There are no scientists or strips, 
io testimonials or balloons, no dra- 
matizations of suffering or claim of 
Vital personal problems solved. The 
reason-why copy is modest and 
‘oothing in tone and the air of dis- 
pation is augmented with drawings 
7 Albert Dorne, prominently used. 
le subjects illustrated are all well 
5 happy, and, if the copy requires 
ig Plast not quite in the pink 
have iStrated, that subject is al- 

“-* Pictured with back to reader. 
. An idea frequently injected is that 
““adaches often come on suddenly 


‘Md always at the wrong time. A 
rapher has a headache sud- 
; at 3 o’clock, just as she starts 
“Work on a big lot of letters which 
transcribed that day. An 


Stenog 
denly 


Must be 


executive suffers a headache when a 
conference is called. Housewives 
have headaches when a heavy day’s 
shopping is only half done. 

To cope with these frequent and 
sudden emergencies, it is advisable, 
the copy points out, to keep a bottle 
ot Bromo-Seltzer always handy in 
the medicine cabinet and office desk 
drawer, and above all, to remember 
a dose can be had quickly at any 
drug store. 

Every advertisement emphasizes 
that the product is a balanced com- 
pound of five different ingredients, 
each with a special purpose. This 
fact makes pertinent varied copy 
treatments, such as, “How’s your al- 
kaline reserve?”’, and the suggestion 
that women remember Bromo-Seltzer 


|“at the trying time of the month.” 

The disposition to challenge at 
least two very popular proprietary 
specifics is revealed by the slogan, 
“Quick, Pleasant, Reliable,” and an 
excerpt, “Ready at a moment’s no- 
tice to relieve headache, neuralgia 
or other pains of nerve origin.” 


Cereal Makers Appoint 


James Hawley & Co., Millis, Mass., 
makers of Vita B cereal foods, have 
appointed Chambers & Wiswell, Bos- 
ton, to handle their advertising. 


Hatchery Appoints 


Sonoma County’s Farm Bureau, 
hatcheries, has appointed Dake Ad- 
vertising Agency, San Francisco, to 
direct advertising. 


| February and the American Chicle 
| Company contracted for it six times 


| beginning with March. 
The Street & Smith 


Munsey Group 
A l ters P. olicy | All-Fiction 
A |Group will probably adopt the same 
Of Segregation | policy in the near future. 


If the new system wins the favor 
of advertisers, it will mean a large 

New York, Feb. 8.—The current number of special positions—one fol- 
interest of advertisers in special po-| lowing each story. The first would 
sitions has caused the Munsey Com- | of course be the most commanding 
bination to break its long-standing | spot. 
policy of segregating advertising 
from reading. The group has cre- 
ated a preferred position of 28 lines | 
on two columns following the first 
story in the book. The quarter-page 


Air Lines Broadcast 


United Air Lines are sponsoring a 

series of five-minute programs, musi- 

cal and dramatic, on five metropoli- 

‘ is — tan stations. This marks the first 

he Wm. Wrigley, Jr., Company, | national use of radio advertising by 
Chicago, took the new position for | a major air line. 


From time to time advertisements on BUSINESS WEEK will consist of letters 
to and from the staff, containing only material to repay reading time. 


BUSI 


A McGraw-Hill Publication 
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SPORTSMAN’S 
MAGAZINE 


GAINS 


CIRCULATION— 


December OUTDOOR LIFE 
had a greater circulation than 
any previous December issue for 
several years—117,000 net paid. 


NEWSSTAND SALES— 


Increasing with every issue. 
Over two million circulation in 
city newspapers advertised Feb- 
ruary OUTDOOR LIFE. Deal- 
ers report complete “sell outs.” 
Newspapers again advertise 
March OUTDOOR LIFE—on 
stands today. 


ADVERTISING— 


March OUTDOOR LIFE car- 
ries over 1900 lines more than 
the same issue of 1933 — the 
greatest increase shown by any 
of the outdoor magazines. 


BUYING POWER— 


Questionnaires just received 
from OUTDOOR LIFE readers 
indicate expenditures of mil- 
lions of dollars during 1934 for 
fishing, hunting and other out- 
door sports equipment. 


EDITORIALLY— 


OUTDOOR LIFE leads the 
sportsman’s fight in protecting 
wild life against commercial in- 
terests — and keeping outdoors 
alive for coming generations as 
well as today’s. OUTDOOR 
LIFE’S Annual Award for game 
conservation was presented to 
J. N. Darling (Ding, the car- 
toonist of Des Moines) on Janu- 
ary 22. 


GAINS FOR 
ADVERTISERS— 


OUTDOOR LIFE reaches the 
cream of outdoor sportsmen who 
have proved their responsive- 
ness to advertisers. Mail sub- 
scriptions are received from in- 
quiry lists of manufacturers. 
Newsstand sales at 25 cents per 
copy. OUTDOOR LIFE at- 
tracts the type of reader with 
more ability to buy and loyalty 
to his publication. 


To reach the leaders of life out- 
doors— 


./STANDS 


CUMINGS URGES 
BELIEVABILITY 
IN ADVERTISING 


New York, Feb. 8.—“To my mind 
there is nothing more refreshing 
than the battle for  believability 
being carried on by Macy’s and Gim- 
bel’s from day to day in the New 
York newspapers,” Thayer Cum- 
ings, copy chief of Batten, Barton, 
Durstine & Osborn, Inc., said in a 
lecture this week in the New York 
Times course on advertising. 

A growing trend toward recogniz- 
ing that advertising is human and 
not always perfect was indicated by 
his remarks, which chiefly consisted 
of pointers on writing copy for news- 
paper advertisements, both retail 
and national. 

“Elbert Hubbard once said that a 
good advertisement should make a 
friend. To have a friend, be one,” 
Mr. Cumings said. “Hubbard’s stuff 
was believable because it was human 
and admitted occasional fallabili- 
ties. Hence it was alive instead of 
coldly, formally dead.” 

Mr. Cumings cited copy of both 
Macy’s and Gimbel’s which _illus- 
trates this liberal viewpoint regard- 
ing advertising and the refreshing 
frankness which it has produced. 
Sales results have proved its effi- 
ciency, he said. 


Decries “Best,” “Greatest” 


When Macy’s discovered an error 
in describing a water glass some 
time ago and later advertised the 
mistake, sales created by the second 
advertisement were 15 per cent 
greater than the first. 

“Must everything be the ‘best,’ 
‘greatest,’ ‘most colorful’ and ‘with- 
out flaw’?” Mr. Cumings asked. “Is 
it true to life? We don’t particu- 
larly worship many forms of ‘per- 
fection’ — so-called ‘perfection.’ We 
soon outgrow childish books where 
the hero and the heroine are with- 
out flaw. We don’t talk that way as 
a race or as a nation. Certainly 
since the war we have been most 
avidly cynical toward so-called per- 
fection.” 

As an example of effective adver- 
tising, Mr. Cumings pointed out the 
recent knee action copy prepared by 
Batten, Barton, Durstine & Osborn, 
Inc., for General Motors. 

“This was effective as a news- 
paper advertisement because, in con- 
cept, it is simple, easily understood 
and has that rare quality, ‘a quotable 
theme’—effective because each one 
of us has two knees and we know 
how they work, whereas each one 
of us does not have synchro-mesh 
transmission or wizard control. 


Published Quickly 


“Effective, too, because this adver- 
tisement appeared before the public 
within four days of the moment we 
received a flash from Detroit that 
General Motors cars were going to 
incorporate this feature in their 1934 
cars. 

“It would have been impossible to 
get over to the public the story of 
‘knees’ — which requires pictures — 
any other way than by newspaper 
advertising. The physical require- 
ments of make-up would have held 
off our publishing the story in maga- 
zines for several weeks; and over 
the radio, as yet, we cannot show 
pictures.” 

Mr. Cumings stressed the neces- 
sity of getting a good copy idea be- 
fore preparing an advertisement, and 
going “outside” to get it. He also 
stressed the thought that copy 
should be as newsy as the news 
stories beside which it appears. 


Grace Bros. Appoint 


Grace Brothers Brewing Company, 
Santa Rosa, has appointed Doremus 
& Co., San Francisco, to handle its 
account. 


Pick Charles R. Stuart 


Charles R. Stuart, Inc., advertising 
agency has been selected by A. Car- 
lise & Co. to handle their advertis- 
ing. 


Most Shopping 
Papers Said to 
Expire Quickly 


New York, Feb. 8.—Approximately 
two-thirds of all shopping news pub- 
lications that have started in the 
past 12 years have failed, according 
to the experiences of Bureau of Ad- 
vertising members in 274 leading 
cities of the United States and Can- 
ada. 

The survey, just released to the 
membership by the Bureau of Adver- 
tising, A. N. P. A., under the title, 
“How About the Shopping News?”, 
shows further that the average 
length of life of these defunct publi- 
cations was well under a year. 

Two conclusions are developed in 
the study: 

(1) That in the majority of cases, 
the shopping news is an unprofitable 
venture for both advertisers and pro- 
moters. 

(2) That its development has been 
most rapid in the past three years, 
indicating that it has been largely a 
“depression product.” 

Of 187 shopping news projects re- 
ported as started, 121 failures were 
recorded, while 66 publications were 
reported by the Bureau’s member- 
ship as in existence at the time the 
survey was made. The status of 
many of these existing “shoppers” 
was shown by the questionnaires to 
be “precarious.” 

Of the total number of shopping 
news publications reported = as 
started since 1921, more than three- 
quarters, or 141, were found to have 
been started during the depression 
years from 1930 to September, 1933, 
inclusive. Considering just the 66 
existing shoppers, it was found that 
all but 13 of these had been started 
after 1930. 

Contrary to popular belief, the 
study points out, the shopping news 
movement has been promoted 
largely by private interests rather 
than merclhtants themselves. Of the 
total number of “shoppers” re- 
viewed, 158 were backed by private 
promoters, 21 by local merchants 
and nine by local newspapers. 

The study shows that, in general, 
merchant-owned ‘shoppers’ have 
had a higher rate of mortality than 
those published by private _pro- 
moters. 


Esso Promises 
New Services 
To Motorists 


New York, Feb. 8.—Following the 
opening of a series of parrot and owl 
advertisements a week ago in which 
a general lack of individuality in 
gasoline and lubricating advertising 
and sales promotion was attacked, 
Standard Oil of New Jersey this 
week used copy of a different char- 
acter “to further establish its lead- 
ership in this field.” 

The link between the copy a week 
ago and this week was subtle. Esso- 
lene this week hinted that new ways 
to serve the motorists will be forth- 
coming shortly. 

The 850-line advertisement in- 
formed the public that J. David 
Houser Associates have just com- 
pleted a ‘15,000-hour interview” to 
obtain frank consumer expressions 
on motorists’ desires, preferences 
and experience with motor fue], mo- 
tor oil and station service. 

The promise of further improve: 
ment in Esso service is contained in 
the survey copy which said: “The 
results were gratifying. We discov- 
ered additional ways to serve you.” 


G. A. Dame, of Funk & 
Wagnalls, Is Dead 


George Aaron Dame, 65, for 33 
years advertising manager of Funk 
& Wagnalls Company, New York, 
died Feb. 3. 

Mr. Dame had charge of all the 
company’s advertising, including 
copy for Literary Digest. He was 
vice-president and a director of the 
Literary Digest Film Enterprises, 
Inc., and of the Greenville Heigkts 
Building & Loan Association, Jersey 
City. 


LAIRD'S TAKES 
APPLEIACK OFF 
JERSEY MARKET 


Drastic Move Is Caused by 
Bootlegging 


New York, Feb. 8.—Bootleg ac- 
tivity in New Jersey has caused the 
Laird Distilling Company, Scobey- 
ville, N. J., to withdraw its apple- 
jack from sale there and increase 
its advertising effort in the New 
England and middle Atlantic states. 

The firm and its agent, United 
Advertising Agency, are working 
out plans to overcome the difficulty 
and in the meantime are discourag- 
ing rather than encouraging the 
purchase of applejack. 

During the time which will elapse, 
the firm plans to increase its ad- 
vertising with the special aim of 
keeping the name before the public, 
and preparing for the reopening of 
aggressive sales promotion. 

In New Jersey, the bootleg apple- 
jack business has reached a height 
which probably sets a record for 
the post-prohibition era. State of- 
ficials were asked to aid in stemming 
the tide of illicit applejack before 
Laird’s product was withdrawn from 
that market this week. 


Much Damage Done 


Laird’s, whose product is probably 
the best known branded applejack at 
the present time, although a number 
of other reputable firms are said to 
be preparing to introduce their 
brands soon, discovered that boot- 
leggers were doing three things 
damaging to the firm’s sales and rep- 
utation: 

First, bootleggers have been refill- 
ing Laird bottles or copying them. 
Second, Laird labels are being coun- 
terfeited; and finally, where it pre- 
sumably was sold over the bar, a 
bottle of the Laird product was kept 
on display but a substitute actually 
was served. These substitutes have 
been of unquestionably inferior 
taste and quality, according to com- 
pany officials. 

In addition to the increase in ad- 
vertising, for which no definite per- 
centage has been established yet, 
the company and its agency are pre- 
paring a new label that will be very 
difficult to counterfeit, designing a 
new bottle and preparing to use a 
non-refillable bottle. 

Laird’s plans to do some national 
magazine advertising in the near fu- 
ture. Heretofore its advertising has 
been locally in newspapers in Phila- 
delphia, New York and other large 
cities in these territories and New 
England. 

A new recipe book, said to be the 
first of its kind ever issued, will be 
off the press soon, giving over 100 
formulas for mixing applejack. In- 
cluded will be favorite recipes of 
distinguished persons who  recom- 
mend the drink. 


C. Frederic Bell 


Joins Benton & Bowles 


C. Frederic Bell has joined Ben- 
ton & Bowles, Inc., New York, as 
head of the trade, industrial and pro- 
fessional department. 

For the past four and a half years, 
Mr. Bell has been with the J. Walter 
Thompson Company, being manager 
of the trade and technical depart- 
ment for two years.. Before joining 
the agency, Mr. Belk was vice-presi- 
dent and sales manager of the Mil- 
waukee Printing Company. 


My-T-Fine to BBDO 

Penick & Ford, Cedar Rapids, Ia., 
has appointed Batten, Barton, Dur- 
stine & Osborn, Inc., New York, to 
direct advertising of My-T-Fine pre- 
pared desserts and other food prod- 
ucts manufactured by My-T-Fine 
Corporation, New York. The Cedar 
Rapids firm, which manufactures 
corn food products, such as corn 
starch and corn syrup, recently ac- 
quired a controlling interest in the 
New York food plant. 


Classified 
Advertising 


The rate for this department is 49 
cents a line (not agate line); minj. 
mum, $2. 


—_——- 
_——t 


POSITIONS WANTED 


RADIO MAN—Young, experienced 
agency or advertisers radio director 
with background of market research, 
copy, motion picture direction, trap. 
scription and chain production with 
a sure-fire new business plan. Sal. 
ary or commission basis. Box 429, 
ADVERTISING AGE, New York. 


MY SPECIALTY IS RADIO 


For the past two years I have jp. 
itiated and written radio continuity 
—program ideas, dialog and commer. 
cial credits. Employed for the past 
year on one of the most popular 
radio network programs. Agency ex- 
perience in radio commercial writ- 
ing for large food accounts. Also 
successful record as newspaper re- 
porter and trade journal writer. 
Presently employed. Desire radio or 
publication connection. Prefer Chi- 
cago, but will go anywhere for radio 
writing work or position that could 
combine my experience and training. 
College graduate; young woman. 
Record and _ references’ furnished. 
Box 430, ApverTISING AGE, Chicago, 


Advertising man who has good 
job wants a better one in the print- 
ing, publishing or advertising field. 
Publication and direct mail experi- 
ence in farm field. Now manager of 
small corporation. Thirty years old; 
not married. Box 431, ADVERTISING 
Acr, Chicago. 


PUBLICATIONS 


Cover all Chicago advertising 
agencies, advertisers, solvent print- 
ers and the ad trade with a $1 mini- 
mum 3-line classified ad. Free sam- 
ple copy on request. The Font, 417 
N. State St., Chicago. 2-17 


Ward Baking 
Tests Split 
Air Program 


New York, Feb. 8.—Splitting what 
would ordinarily be a straight half- 
hour program into two 15-minute 
broadcasts the same evening is 
being tested by the Ward Baking 
Company beginning Sunday over 24 
Columbia stations west to St. Louis. 

Expected benefits will lie in six 
commercial announcements  col- 
pared with four in the straight half- 
hour period, a partial shift in audi- 
ence, getting new listeners, and pro- 
gram variety. The plan was worked 
out by Fletcher & Ellis, Inc. 

Both programs are on the same 
evening, starting Sunday and col: 
tinuing for 26 weeks. The first is at 
6:45 p. m., devoted to spicy rhythm 
and comedy; the second at 7:30 
given over to romantic songs and 
dramatizations. 

Opening and closing announce 
ments of each period will be the 
same. The middle commercial 
message will be different, carryins 
out the mood and tempo of the ind: 
vidual broadcast. At the close of 
the first, talent for the second period 
will be announced and invitation e* 
tended to listeners to return then. 


Newspapers Aid Program 


Foremost stars of stage and 
screen, including such persons @§ 
Fay Bainter, Lillian Gish and June 
Walker, Judith Anderson and Tom 
Powers, also James Melton, who just 
completed a successful tour wit) 
Gershwin, will comprise the talent, 
each show being somewhat different. 

Newspaper advertisements ©! 100 
lines will be run the first four weeks 
in 60 papers. The program is also 
being merchandised with outsert 4” 


nouncements on Ward bread, = 
and window displays, wagon — 
1 seve 


and old time showbills, of whic! 
eral million will be distributed. 
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FTC. TO TEST 
DESIGN PIRACY 
IN THE COURTS 


Trade Commission Arranges 
For Test Case 


Washington, D. C., Feb. 8— 
Whether it is “unfair competition” 
under the Federal Trade Commis- 
sion act for one manufacturer to 
copy a design originated by another 
manufacturer may be decided in a 
test court case. 

This question has long been de- 
bated in congress and has been a 
pone of contention in the industries 
manufacturing dresses, shoes, hats, 
wallpaper, furniture and all other 
types of merchandise where artistry 
and originality are important fac- 
tors. 

Piracy of design is listed as an 
unfair trade practice in several NRA 
codes, but these codes have not been 
in operation long enough to deter- 
mine whether they will be effective 
in stamping out the practice. 


Arrange Test Case 


To test the fundamentals of this 
question, the Federal Trade Commis- 
sion has utilized the case of the 
Atlas Doll & Toy Company of Balti- 
more, which company it has accused 
of copying the design of a toy issued 
by a Milwaukee competitor—the 
Playskool Institute, Inc. The Balti- 
more company has been ordered to 
answer this complaint March 2. If 
the commission decides against it, 
the case is to be taken to the federal 
courts. 

In many European countries, it 
has been pointed out here, designs 
may be patented and bills to make 
designs patentable in the United 
States have been introduced in con- 
gress a number of times, thus far 
without success. 

One such bill is that sponsored by 
Rep. Sirovich of New York, which is 
now before the house patents com- 
mittee, while another measure for 
which considerable support has been 
secured has been introduced by Rep. 
Theodore A. Peyser of New York as 
H. R. 7359. 

This latter bill declares, in part: 


Provides Industry Committees 


“Design piracy is hereby declared 
to be an unfair method of competi- 
tion, and the commissioner of pat- 
ents is authorized and directed to 
prescribe such rules and regulations, 
subject to the approval of the Secre- 
tary of Commerce, as may be neces- 
sary and appropriate to carry out 
the provisions of this paragraph. De- 
sign piracy shall, subject to the pro- 
Visions of this act, be defined in each 
industry by a special committee of 
the trade association in such indus- 
try. The committee shall cause to be 
established in each industry a bureau 
Yor the registration of designs and 
the interpretation to the members of 
the industry of its definition of de- 
sign piracy.” 


Faust Becomes Editor 


Edwin Faust, for several years or- 
Sanization director of the Central 
States Grain Association, has been 
made editor of the Hoosier Farmer, 
onthiy publieation of the Indiana 
Farm Bureau Federation, succeeding 
James R, Moore, who resigned to be- 
“ome editor of a similar publication 
‘t the Ohio bureau. 


To Advertise Wisconsin 


The Wisconsin legislature has 
rest a resolution directing the de- 
. "iment of agriculture and markets 
chauvertise Wisconsin as the leading 
Mer ~ producing state in the nation. 
State ‘ants and business men of the 
ra are urged to advertise state 
‘ee products as a means of develop- 
"8 the agricultural industry. 


Death of E. A. Lobb 


theuward A. Lobb, sales manager of 
Jieg J LOll Oil Company, New York, 
“ suddenly of a cerebral hemor- 


ie si ” 
"hage Feb. 7 at the age of 46. 


Add to Camel Program 


Col. Stoopnagle and Budd have 
been signed by R. J. Reynolds Com- 
pany to appear on the Camel Cara- 
van in addition to the Casa Loma 
orchestra. The program is heard 
Tuesday and Thursday at 10 p. m. 
EST. 


Meet at Hamilton 


The meetings of the Engineering 
Advertisers’ Association, Chicago, are 
now being held at the Hamilton, not 
the Midland Club, as was reported in 
Feb. 3 issue of Class €& Industrial 
Marketing. 


Appoints Erwin Wasey 


Manhattan Shirt Company, New 
York, has appointed Erwin, Wasey 
& Co., Inc., New York. 


Code Signers 
To Be Given 
New Insignia 


Washington, D. C., Feb. 8.—The 
form of the new little brother of the 
NRA’s blue eagle, tentatively desig- 
nated as “code eagle,” has been 
finally determined. Hereafter, or as 
soon as distribution can be com- 
pleted, the original blue eagle will be 
reserved for use by those operating 
under the President’s re-employment 
agreement and not under a code, 
while the code eagle will be the 
badge of all organizations operating 
under approved codes. 


The code eagle, also blue, differs 
slightly from his older brother. It 


has the letters NRA between its | 
wings, and under the talons is the 


word “code.” In small type is the 
line, “Property of the United States 
—not for sale.” 

Another feature of the new code 
eagles is that they are to be regis- 
tered and numbered, thus making 
for easy identification. They are now 
in production and approximately 
3,000,000 are to be sent to complying 
concerns as rapidly as possible. 


Hyde Conducts Course 

Maurice H. Hyde, manager of the 
retail advertising bureau of the San 
Francisco News, will conduct a 
course on retail advertising at 
Heald’s Business College. 


M. R. Henry Heads 


California Publishers 


Maitland R. Henry, publisher of 
Livermore Herald, was elected presi- 
dent of the California Publishers As- 
sociation at the annual meeting, suc- 
ceeding Dan L. Beebe, Oroville Mer- 
cury Register. 

Other officers are Clark Waite, 
Southern California Newspapers As- 
sociated, first vice-president; Frank 
Rospaw, Placentia Courier, second 
vice-president; Frank Appleby, On- 
tario Report, treasurer. 


Issue Alcoholic Guide 


The Harford Publishing Company, 
Oakland, Cal., will publish Harford’s 
Alcoholic Buyers’ Guide, an annual 
directory for merchants and manu- 
facturers. 


INCORPORATED 


SEND FOR THIS NEW DEMONSTRATION 
A beautiful 8x10 sample book of Albion Offset 
is available for users and producers of offset print- 
ing. Lithographed in six colors. Contains seven 
different offset printed pieces and a swatch show- 
ing all stock items and full information. 


eee oo 


@ GREATER SPEED 


MORE ECONOMY 


Foremost car designers produce modern, streamline 
models to lessen wind resistance and gas consumption. 


The American Writing Paper Company produces 


modern Albion Offset to lessen production time and 


costs. Albion Offset, "streamlined" for speed, is clean 
and strong, opaque, easy to print and fold. Its color 


~ 


is pure white, with none of the negative tendencies of 


"blue" or "cream" whites. It gives maximum satisfac- 
tion regardless of the color of inks applied. Albion's 
price is also "streamlined" to fit in the lowest priced 
standard offset group. Versatile, economical, fast- 
running Albion Offset is now on display in an attrac- 
tive sample book which will be sent to you free. Simply — 
fill-in and mail the coupon. 


AMERICAN WRITING PAPER COMPANY 


HOLYOKE, 


= “he ia _ 
LBION OFFSET 


CITY . 


MASSACHUSETTS 
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New Joint Committee 


CIGARETTE 10 | Explains Opposition 
"Tse rug business, SELL FOR 8¢| To Food, Drug Bill 


defies depres- _ | 
sion.’ There are (Continued from Page 1) (Continued from Page 1) to do with the protection of the 


However, since the new cigarette is public health.” 
many reasons — 


definitely designed to reach a certain Ask Separate Laws 
* class of smoker, principally in non- 
but effective use - the 


February 10, 1934 


a 


Display Code Passed 


The code of fair competition for 
the advertising display installation 
industry went into effect Feb. 9. 
It was approved by Gen. Johnson 
Jan. 30. 


NEW 11-INCH 


The Code for the ' 
MERCHANDISE 
WAREHOUSING 
TRADE 


has been signed . 


The American Warehousemen's Associa. 
tion now in session in St. Louis are work- 
ing out the tenets of the code for its suc. 
cessful operation. DISTRIBUTION and 
WAREHOUSING editors are present to 


consumers. It will promulgate “au- 
thoritative information to the Ameri- 


can people on pending consumer — question is 


of the dealer's 
window is by no 


means the least! 


* 
EINSON-FREEMAN CO., INC. 


LITHOGRAPHERS 


225 N. MICHIGAN AVE 
STA.4047 

919 N.MICHIGAN AVE 

/UP. 2621 


221 N.LA SALLE /TREET 
RAN. 3270 


need this! 
Econo-print 


(net eam ore 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 


MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE, CHICAGO 


Telephone Calumet 7200 


ty 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 


Newspaper Union 


NEW YORK ;+ 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 


@24444444444 


metropolitan areas, the company con- 
fidently believes that the saving in 
cost will outweigh all other consid- 
erations. 

Head Plays are now being intro- 
duced in Alabama and Texas, and 
will be extended into other southern 
states as soon as results can be 
checked. 

The new cigarette sells on a factory 
basis of $14.75 per thousand, less the 
usual trade discount of ten and two. 


At the retail price of eight cents, 
the retailer's gross on 1,000 cigarettes 
| (200 packages) is $16. 


| Appropriation Up 


Louisville, Ky., Feb. 8—An _ in- 
crease of ten per cent in 1934 adver- 
tising is the weapon with which 
Axton-Fisher Tobacco Company will 
defend the gains made by Spud 
cigarettes in 1933, E. J. Helck, ad- 
vertising director, has announced. 
Twenty Grand ten-cent cigarettes 
will get part of the appropriation. 

While the company will be as 
catholic as in the past in its selec- 


tion of mediums, the 1934 picture 
will be painted with a slightly 
heavier brush, as the result of the 


fatter budget. 

Newspapers in principal cities will 
carry the company’s copy. The mag- 
azine list includes Collier’s, Cosmo- 
politan, Fortune, Harpers Bazaar, 
House & Garden, Liberty, Literary 
Digest, New Yorker, Saturday Eve- 
ning Post, Time, Vanity Fair and 
Vogue. 

Then there will be a test cam- 
paign in American Magazine, Ameri- 
can Legion Monthly, American 
Weekly, Life, Redbook, True Story 
and University. 

Medical Economics will carry copy 
designed to win the active favor of 
physicians. The Billboard, theatrical 
journal, will receive special copy. 
Most of the trade papers of the to- 
bacco industry will be used. 

In addition, New York theater pro- 
grams, including that of the Metro- 
politan Opera Company, will be util- 
ized. Outdoor advertising will be 
used primarily for Twenty Grand 
cigarettes and Old Hillside granu- 
lated smoking tobacco. 


Fag Sales Up 


Washington, D. C., Feb. 7.—The 
number of cigarettes smoked in this 
country in 1933 was eight per cent 
greater than the 1932 figure, a state- 
ment on tobacco revenue figures re- 
leased by the Treasury Department 
indicates, 

Total revenue collected from the 
heavy cigarette tax was $335,000,000 
in 1933, as compared with $310,000,- 
000 in 1932, the statement shows. 
North Carolina contributed the larg- 
est portion of the total revenue, $187,- 
000,000, with Virginia in second place 
with $94,000,000 and Kentucky in 
third position with $28,000,000. 

While cigarettes were gaining, 
other tobacco products continued to 
lose ground, the figures show. Tax 
collections on cigars dropped off 
about a million dollars in 1933 from 
the 1982 figure of $12,500,000, while 
collections on snuff and manufac- 
tured tobacco fell off from $63,000,000 
in 1932 to $61,500,000 in 1933. 


Three to Malkiel 

Advertising of Dawson Brewery, 
New Bedford, Mass., maker of Daw- 
son’s Ale; Walker Mfg. Company, 
Boston, maker of Old Melody blend 
beverages; and Boston Drug & Bev- 
erage Company, maker of Colonial 
Club whisky, has been placed with 
Davis Malkiel, Boston. 


the 


legislation.” 

Members of the committee are Lee 
H. Bristol, Bristol-Myers Company; 
S. B. Colgate, Colgate-Palmolive-Peet 
Company; K. F. MacLellan, United 
Biscuit Company of America; Ellery 
W. Mann, Zonite Products, Inc.; Allyn 
McIntire, Pepperell Mfg. Company; 
Edward J. Noble, Life Savers, Inc.; 
and Arthur R. Wendell, Wheatena 
Corporation. 


40 Organizations Interested 


Actively interested in the work 
are approximately 40 different organi- 
zations, according to Mr. Darr. While 
immediate interest is in the 
pending legislation which would 
affect the food, drug and cosmetic 
industries, the committee’s scope is 
much broader, Mr. Darr says, and as 
occasion arises it will deal with legis- 
lative matters concerning the con- 
sumer and industries. 

That the committee is established 
to handle these broader problems is 
shown by Mr. MclIntire’s member: 
ship, representing a textile firm, he 
said. 

Work of the committee will lean 
toward cooperation with the press. 
No advertising is planned, Mr. Darr 
said. 

The pamphlet on emergency and 
permanent legislation recalls objec- 
tions voiced several months ago to 
the original Tugwell bill and de- 
clares that the same apply to the 
Tugwell-Copeland bill as amended by 
the senate subcommittee. “It still 
remains a bureaucratic piece of legis- 
lation,” the pamphlet says. 


Review Other Legislation 


Past emergency legislation is re- 
viewed and the reasons why it re- 
ceived public support are discussed. 
Mention in this connection are the 
bank holiday, the national industrial 
recovery act, the agricultural adjust- 
ment act, the reconstruction finance 
corporation, the civil works adminis- 
tration, etc. 

“They (the public) recognized that 
an emergency existed which made 
necessary the vesting of these powers 
in the government,” the pamphlet 
points out. “But although those who 
are interested in pure foods and 
drugs admit that the existing law 
should be strengthened, and provi- 
sion made for cosmetics, they can- 
not believe that an emergency exists 
which necessitates the rushing 
through of unstudied and drastic 
legislation, that would remain on the 
statutes to harass industry and con- 
sumer alike.” 

The prohibition act is cited as an 
example of an emergency measure, 
designed primarily to conserve grain, 
which nearly became permanent. 

The long evolution, through legal 
tests and interpretations over 27 
years, of the present food and drugs 
act is stressed, and the question is 
raised as to whether improvements 
would result in a lengthy period of 


testing and interpreting substitute 
legislation, if the present act is 
scrapped. 


An analysis of the bill introduced 
by Senator Copeland as an amend- 
ment to that fostered by Prof. Tug- 
well, made by three leading New 
York attorneys, is quoted in the 
pamphlet. 

In their opinion, the bill 
the un-American and_ bureaucratic 
factory permit system, which is not 
justified by any existing emergency 
or by any emergency within reason- 
able contemplation; it sets up, in 
some matters, dual control between 
the Secretary of Agriculture and a 
group of departmental advisors who 
can be chosen only from a limited 
sphere; and it establishes minimum 
standards of quality, identity and fill 
for foods which have little or nothing 


“retains 


raised as to why a single law should 
cover both food and drugs. 

“Foods,” it is pointed out, “are sold 
through entirely different channels 
than drugs; distribution is different, 
and the advertising appeal entirely 
different A bill for foods 
alone, and one for drugs and cos- 
metics, which are generally sold 
through the same outlets, will do 
much to clarify the situation.” 

Among other things, the commit- 
iee hopes to counteract to some ex- 
tent the “chamber of horrors” propa- 
ganda whereby single flagrant cases 
have been used to stigmatize whole 
industries. 

Commenting on objectives to be 
desired in any future legislation on 
foods, drugs and cosmetics, Mr. Bris- 
tol said such a bill should protect 
public health by keeping high stand- 
ards of purity, encourage private re- 
search and laboratory experimenta- 
tion, protect interests of industry 
which has always taken the initiative 
in raising standards, preserve the 
American system of legal procedure 
so that legitimate business shall not 
suffer through possible transgres- 
sions of the illegitimate and retain 
law making and administration in 
the hands of duly elected representa- 
tives of the people. 


Peterson Advanced 


Robert Peterson, formerly with the 
Shaffer-Brennan Advertising Agency, 
St. Louis, who joined Brinckerhoff, 
Inc., Chicago, three years ago, has 
been named manager of the copy and 
production department of that 
agency. 


“Tarzan” Is Trademark 


Lily-Tulip Cup Corporation, New 
York, has signed with Stephen Sles- 
inger, Inc., New York, representa- 
tives of Edgar Rice Burroughs, for 
the use of Tarzan as a brand name 
for ice cream. The new product will 
be marketed early in the fall. 


To Gerber & Crossley 


Portland Electric Power Company 
of Oregon has appointed Gerber & 
Crossley, Inc., to direct its advertis- 
ing of electric ranges and electric 
water heaters. Newspapers, outdoor, 


concerned with its doings is 
the reports carried every month in 


report these sessions to all merchandise 
warehousemen and all distributors because 
all will be affected. Look for it in the 
February issue. . . . May we remind 
you that a good time to advertise your 
product to this industry, is when everyone 
“eating up" 


DISTRIBUTION and 
WAREHOUSING 
249 West 39th St. New York, N. Y. 


| Washington Correspondent 
Available Now! 


Experienced writer for daily 
and_ industrial publications. 
Formerly Washington corre- 
spondent, Daily Metal Trade, 
Iron Trade Review, Marine 
Review, Other Publications. 


F. B. Pletcher, 
National Press Club, 
| Washington, D. C. 


First Business Paper of Whiskies, 
and Kindred Products. 


3,396,309 
100% 
VOLUNTARY 
PROSPECTS 


of which 1 wn 
are adults. 
ce are oie 


women. 

by only effective 
and _ economical 

system for omens the Home Economics 

field thoroughly. 


HOME MAKERS EDUCATIONAL SERVICE 
Gerald B. Wadsworth, Directer 
Freeport New York 


Spirits 
For February 
Is Out 
Request a copy of the fifth issue of the 
Wines 
SPIRITS, 220 East 


radio and direct mail will be used. | 42nd Street, New York. 


ADVERTISING CITY 


Agency men (and women), publishers’ representa- 


\ 
i 


tives, publishers, printers, engravers and typog- 
raphers are finding that the Hotel Winthrop has 
large pleasant rooms, an atmosphere of peace, 
and a staff that really enjoys making guests happy- 
DAILY RATES FOR ADVERTISING MEN FROM $3 Single... 
$4 Double. SUITES FROM $5 Daily OR $115 by the Month 


HOTEL WINTHROP 


47th Street and Lexington Avenue - New York City 
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;— change, tastes change, 
ideas change, competition and the mar- 
ket change. Business has to keep in 
step and step up—or step out. In a 
world of change, markets and custom- 
ers wait for no man... Media change 
too. Papers once adequate for the job 
are no longer adequate. ‘There are no 


‘ perpetuities in advertising . . . Has your 
advertising kept pace? an 
rt 
> 
- F This advertisement, written for the 


New York News by Howard Roper, 
and quoted by permission, is recom- 
mended to every advertiser in the ad- 
vertising trade press. Read it again! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


330 West 42nd Street, New York 537 South Dearborn Street, Chicago 
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MADE TO HOLD CIGARETTES ELEVEN INCHES LONG 
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THE AXTON-FISHER TOBACCO CO. Inc 
LOVISVILLE, AY. USA. 


THE AXTON-FISHER TOBACCO CO. inc 
LOVISVILLE. KY. USA. 
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THE AXTON-FISHER TOBACCO Co ; 
LOUISVILLE, RY. USA 
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HEAD PLay 
2 [TL PREAKNESS Finish —i9a2 i see sewn. 


LAVORIS GIVES ADVICE ON CHARM This package, designed to hold five of the new jumbo-length Head Plays, is over 1! inches long, and 
a an ' we when folded properly looks like four small cigarette cartons on end. The scoring across the front, which 
3 | Se 5) helps users to make little ones out of the big ones, may be seen between the designs. (Story on Page |.) 


ATTRACTS ATTENTION NEW PAPER ALLOWS MODERNISTIC EFFECTS 


Camaa nas 


ITALIAN BALM 


Modernistic architectural effects in which the product is merged 
with the window display background of a new decorative paper 


wii EE 


Two illustrations from the Lavoris booklet on feminine charm, show- Large size window card now being made by Hinde & Dauch Paper Company, are achieved in 30 
ing how the same girl, lacking charm when badly dressed, may radiate used by Campana's Italian Balm sample windows featuring nationally advertised products at the 
personality when properly attired. Photographs are by Underwood dealers. It was produced by Traton Wayne Studios, New York. 

Cate qie~ inns & Underwood (Story on Page 26). Compton & Sons. 


NEW "WORD GAUGE" 


TO KEEP FOOTWEAR IN PERFECT SHAPE | i: LIFE SAVER TRUCK SIMULATES PACKAGE 


| 

Life Savers, Inc., now has a fleet of 25 Dodge trucks like this, built 

| like a giant package of the company's products.. The young lady 
At see adding a scenic touch is Sari Maritza. 


This new device, standard on one 


Shoe Vanity Sales Corporation, 948 Engineers Bldg., Cleveland, is of the Conklin Nozac models, tells 
introducing this new compact for pocket or purse combining a shoe the user just about how many more RUGGED FRIGIDAIRE DISPLAY ON SETH PARKER 


polish and — = Sy is designed ony ag hgerrins pur- words he - _, at any time 
iti ivi t ine, t . without ing. ee fe ee Te 2 ee 

poses, it is also capable of giving a complete shine, the makers say ithout refilling ——— ae MANY ADVAN i % 
THIS OUTDOOR SPREAD, DATING FROM 1918, CLAIMS FIRST HONORS | a en eee : ——\ | 


ee 6 Neate St TE A a, ee el Re ap Soe , 
48-sheet poster for Sterling Ale which was posted in Boston by John Donnelly & Sons in 1918. It was re- Ruggedness and a flavor of the sea are apparent in this Frigidaire 
ferred to by C. T. Martin of Richardson-Plant in the Jan. 20 issue of "Advertising Age," in a discussion display on Phillips Lord's schooner, which has attracted large °° 


of “double page spreads" in the outdoor field. in every port of call. 
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